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THIRTY MILLION DOLLARS YEAR 


That’s the amount of business Sears-Roebuck & Co. did in 
direct sales last year, and right now while you are reading 
this, Sears-Roebuck & Co. are spending THREE MILLION DOLLARS 
erecting new buildings as additional capacity to enable them to han- 
dle their fastly-increasing business. The interesting feature of this 
—to advertisers—is, that Sears-Roebuck & Co. is a concern that has 
been built up THROUGH ADVERTISING. They did not start in with 
a couple of million capital—and make an “appropriation” of 
several thousands to SPEND—‘ha?’s the word, SPE ND—annually— 
but they created and built up their business THROUGH ADVERTISING. 


Here are a few other Chicago concerns who have built up their 
business THROUGH ADVERTISING: 
Joun M. SmytuH Co. MONTGOMERY WARD & Co. 
CasH BUYERS’ UNION, BULLOCK-WARD & Co., 
Crorts & REED. 
These ave a few of the largest. 


What publications do these concerns use for their advertising ? 

Do you see their copy in the prettily painted Newsstand Maga- 
zines? (@- Not bya D. S. 

You will find the advertising of these concerns confined to the 
mail-order papers. They have created and built up their business 
THROUGH ADVERTISING in the mail-order papers—“ the papers that 
circulate.” 

Sears-Roebuck & Co.—the largest concern of its kind in the 
world—pays 


The Woman’s Magazine of St. Louis 


more money for advertising space than they pay any other one pub- 
lication in the world. 

The mail-order papers may not appeal to your own artistic and 
literary taste, but they reach 70 per cent of eighty million people, all 
of whom have money to spend. You cannot expect this great 70 
per cent to buy your products if they have never heard of them— 
and they will never hear of them unless you advertise in the col- 
umns of publications that reach them. 

Your advertisement in a magazine lying on the newsstand shelf 
in New York City, no matter how artistic or pretty it may be, will 
never sell your product to a man or woman living in Dodd City, Kan. 


The Woman’s Magazine of St. Louis 


has a larger PROVEN circulation than any other one publication even 
claims and EVERY COPY CIRCULATES. 
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MEDICAL BRIEF ADVERTISERS 


declare that its world-wide circu- 
lation—built on merit—makes it 


THE BEST BY ANY TEST TO 
REACH FAMILY DOCTORS... 

















ovriceor 
MICAJAH & COMPANY, 
WARRED, Pa. Warren, Pa Dec. 10, 1904. 


The Medical Bricf, 

New York City. 
Gentlemen ?}- 

We nave been advertising in your journal many years, and we 
keep a record of all references made to publications by our correspai- 
dente and if the value of suoh advertising may be judged in this way; 
yours is one of the two best journals in which we advertise. , 

Yours very truly, 


-Micajah & Co. 


THE MEDICAL BRIEF 


is read monthly by more 


FAMILY DOCTORS 
THE WORLD OVER 


than any other medical journal extant. 


MEDICAL BRIEF ADVERTISERS 


are the best witnesses of this 
and tell theirown story . . 
‘* Verdict of Advertisers,’’ Sample copy and 
rates for the asking. 
RRM CC 
OFFICES : 
9th and Olive Streets, St. Louis, Mo. Astor Court Building, New York. 
Auckland House, Basinghall Avenue, London, E. C., England. 
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FORTY YEARS AN ADVER- 
TISING AGENT. 


By Mr. George P, Rowell, 
EIGHTEENTH PAPER. 


The first domicile sought in 
New York was at the St. Denis 
Hotel, then as now situated at the 
corner of Broadway and Eleventh 
street. I recall that early experi- 
ence with the European plan 
hotel. On the bill of fare one 
might read: Porterhouse steak 
$1.25. In the beginning it was not 
desirable to pay too strict atten- 
tion to economy, and “two Porter- 
house steaks” was the order given 
to the waiter, whose look of won- 
der was transferred to our own 
countenances when~ the huge 
platter came with the two Steaks, 
each somewhat approaching the 
size of a buffalo robe. 

It is always interesting to find 
people, with inquiring minds, 
whose knowledge is less than one’s 
own, and to such I like to relate 
that not much more thin half a 
century ago, at North Cambridge, 
Mass., not far beyond the Har- 
vard College region, there existed 
a celebrated road house, whose 
landlord was named Porter, and 
his hostelry called Porter’s. Here 
numerous good things might be 
enjoyed, by the lovers of fast 
horses, who were the principal 
patrons who stopped to be re- 
freshed at the bar, or to have a 
dinner or a supper, whichever 
they might choose to designate it; 
and it was here that the choice 
cut of steak, with the sirloin on 
one side, the tenderloin on the 
other, and a narrow strip of the 
shoulder blade dividing the two, 
was better served than any other 
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cut ever was elsewhere, and _ be- 
came first celebrated there, then in 
Boston, and now wherever Amer- 
icans congregate, and known as 
the Porterhouse steak. Not many 
people, aside from old Bostonians 
who once had horsey tastes, are 
aware of the fact here stated. 
More are acquainted with the 
companion fact that at Moon’s 
road house, on the lake near the 
City of the Springs, first came 
into notice the delicious crisp, 
fried potato slices that can now be 
bought, out of a barrel, at grocery 
stores throughout the Union, and 
know everywhere as Saratoga 
chips. 

The St. Denis, with its Euro- 
pean plan, was too expensive for 
permanent occupancy, and shortly 
a boarding-house was discovered, 
on the east side of University 
Place, between Eighth street and 
Ninth. It was a delightful old 
double house, was No. 17, with 
wide halls and large rooms, and 
had once been the home of a cer- 
tain Judge Roosevelt, a progenitor, 
as I understood, of most of the 
Roosevelts of to-day. Here for 
seven years, longer than it had 
ever before been my fortune to 
dwell under one roof, I found a 
comfortable home; and many a 
doubting smile have I noted on the 
faces of the New Hampshire 
friends of my youth. when I told 
them about the peculiarities of the 
great city, and mentioned that 
during all those seven years, I not 
only never knew who lived next 
door, nor did I, during all that 
time, ever see any person enter 
or leave that house, or ever notice 
a face at the window. The old 
place in after years was the 
home of the Café Martin, which 
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became so well known and pros- 
perous, that when Delmonicos 
moved further up the avenue, The 
Martin took its place, at the cor- 
ner of Fifth Avenue and 25th 
street, and is now one of the in- 
stitutions of New York. 

Among the boarders at No. 17 
University Place were the family 
of a certain Mr. Eastman, who 
had obtained certain land war- 
rants, issued, I think, as rewards 
to soldiers who had taken part 
in the war of extermination 
against the Creek and Seminole 
Indians, under General Jackson; 
and covering vast tracts of pine 
forests in central Georgia. Be- 
fore he and I had ceased to dwell 
there, he had disposed of these 
land titles to a member of the 
family of Mr. William E. Dodge, 
the well known New York mer- 
chant, and these holdings now 
have a place on the map of Georgia 
as Dodge County, with the town- 
ship of Eastman as its capital. 

Here also lived for several 
ears that excellent woman, Miss 

ydia F, Wadleigh, celebrated for 
her long and efficient service as 
Principal of the famous Twelfth 
street school for girls, and after- 
wards as Vice-principal of the 
New York Normal College, 
which was in fact a development 
of the earlier institutions named. 
The present Wadleigh High 
School in West 114th street was so 
named in remembrance of her. 
Hundreds of the best informed, 
and best principled mothers of 
prominent people in New York 
City, recall _ with reverence, 
and almost adoration, the teach- 
ings and influence of this noble 
New Hampshire woman. She 
was, perhaps, twenty years my 
senior, but there grew up a warm 
friendship between us, which last- 
ed till her death, which occurred 
may be as much as twenty years 
ago. She was a close connection 
of the celebrated Pillsbury family 
of Minneapolis, who are thought, 
by some, to manufacture most of 
the flour consumed by civil- 
ized people throughout the globe, 
and certainly all that is of highest 
‘ grade and finest quality. She had 
another cousin of her own name, 
Bainbridge Wadleigh, who had 


achieved a certain fame in the 
Granite State, while a member of 
the Legislature, by talking some- 
thing like twelve hours, against 
time, until it should be possible 
for a certain belated train to ar- 
rive, bringing a missing legislator 
whose vote was needed to secure 
a majority of one for a Republi- 
can Governor; the people having 
failed to elect, and thereby thrown 
the choice into the Legislature. 1 
happened to be at Concord, the 
State Capital, on an occasion 
when there was a deadlock, in the 
Republican caucus, over the nom- 
ination of a United States Sena- 
tor. Wadleigh was not a candi- 
date, but after many votes with 
no prospect of a choice, some one 
made a speech mentioning Wad- 
leigh’s services of the year before. 
He was popular, and had no 
enemies. The next ballot showed 
a few votes for him, and then the 
caucus was stampeded, and every- 
body was for him. It was near 
midnight, but I thought the news 
worth telegraphing to my friend. 
Her cousin was elected next day 
and made an excellent Senator. 
Senator Hoar gives him a fine 
send-off in his charming autobi- 
ography, but his cousin, the school 
teacher, though respecting and 
sincerely attached to him, could 
never see that there was anything 
in such a commonplace occurrence 
to warrant me in sending the 
message, and awakening a house 
at midnight, to read a telegram— 
— there was nobody dead after 
all. 

After Kent came on from Bos- 
ton, to join me, he also boarded 
at the same house, and, as we 
were people of steady habits, and 
the lady he “respected” lived in 
Harlem, he was locked out now 
and then and had no scruple at all 
about the amount of noise he made 
on the door before he aroused 
some one to admit him. And it 
was from here, that several of his 
friends went out with him for a 
mild celebration on the evening 
before his marriage. My recollec- 
tion is that we were entirely de- 
corous about the festivities we en- 
gaged in, but the only detail I can 
now distinctly recall is our going 
into a place called Swift’s Oyster 

(Continued on page 6.) 
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“THE ONLY WAY” ..o-— 


oubt that 
a high - grade 


home, evening 
newspaper is an 
_important factor 


development 


in the 
Pn success of adver- 
tisers who aim to reach 
Ph people in their 
mes. 
1 — a matter of fact the 


at army of the middle 
ses—the buying classes— 
Ps a great extent read no 


paper other than their favorite 


Pm daily. 

7 In ae centres like Min- 
neapolis, Indianapolis, Washington, 
Selbnene and Teel treal, ‘The 
an way” to reach the ‘greatest 
number of i in their homes is 
through the following five high-grade, 

home, evening newspapers: 


THE MIMKEAPOLIS JOURHAL 
THE INDIANAPOLIS NEWS 
THE WASHINGTON STA 
THE BALTIMORE HEWS 

THE MONTREAL STAR 


{1 The local merchant knows the value of these papers. 
@ You can’t go wrong following his judgment as your in- 
terests are practically the same. 

4 In making up liste Ydon’t overlook the fact that peo ~ 
eo evening papers are the greatest buyers of 
world’s g 

7 Rates, information, saraaeion furnished on request, 


DAN A. . CARROLL 
Special Representative 
Tribune Building W. Y. PERRY Tribune Building 

New York (Mgr. Chicago Office) Chicago 
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Bay, situated at the corner of 
btighth street and Broadway, 
where we had half a dozen raw 
all around, and Kent’s classmate 
from Norwich University, the 
present Col. Dudley F. Phelps, so 
long and favorably known to the 
merchants of New York for val- 
uable services at the Custom 
House, sought out Mr. Swift, a 
large man of a conservative pat- 
tern, and asked him whether he 
would feel above shaking hands 
with us—all around. He kindly 
acquiesced, and the celebration 
was then at an end. 

Kent and I used to walk to and 
from the office, morning and 
evening. From eight a. m. to six 
p. m. seemed all too short for the 
work we found to do. There were 
1 tram cars then, no subway, no 
elevated railway. How New 
Yorkers ever succeeded in getting 
up and down town in those days 
I cannot now conceive, although 
all of it we saw, at the time, and 
part of it we individually were. 

Nelson Chesman, a schoolmate 
from my New Hampshire town, 
two years younger than I, and a 
life-long friend; now and for 
many years known as a successful 
and prosperous advertising agent 
of St. Louis, Chicago and New 
York; came with me and took 
charge of the List System. A 
little later he became the first edi- 
tor of Rowell’s American News- 
paper Directory. 

The advertising agents of the 
City of New York in the spring 
of the year 1867 were S. M. Pet- 
tengill & Co.; Peaslee & Co., a 
concern consisting, as it appeared, 
solely of one man, Mr. F. 
Shattuck; John Hooper & Co., Mr. 
Hooper having some claim to be 
considered the oldest, that is the 
longest established agent then do- 
ing business in the city; L. P. 
Fontaine & Co., with a reputation 
for being slow pay: Mather & 
Abbott, who could discount Fon- 
taine’s record two to one; W. W. 
Sharpe, successor to the old firm 
of Joy, Coe & Co., and younger 
and not the least active Carlton 
& Smith, whose trade was mainly 
with religious. papers. Doubtless 
there were other men in the busi- 
ness, some of them doing very 


well, but not making themselves 
conspicuous. One such, as I now 
recall, was Mr. Lawrence Burke, 
whose operations were almost en- 
tirely with the city papers. He 
was always a well-dressed man, 
always a dignified gentleman in 
his manner, always attending to 
his own business, and letting that 
of others alone. The last time I 
talked with Lawrence Burke was 
in the Dennett restaurant in Beek- 
man street, about three years ago. 
We were speaking of James H. 
Bates, once Mr. Pettingill’s part- 
ner, later of tl.c firms of Bates & 
Locke and Bates & Morse. I 
asked Burke which was older, he 
or Bates, and he in reply said 
“Why I am old enough to be 
Bates’s_ fati.er.” [I thereupon 
stated that I happened to know 
that Mr. Bates was, at that time, 
in his seventy-sixth year. To this 
Mr. Burke made no reply and the 
conversation seemed to lose in- 
terest. A little later, thinking he 
would have an interesting story 
to tell, I requested the editor of 
PRINTERS’ INK to look up Mr. 
Burke, have him interviewed, and 
obtain and publish his picture. An 
attempt was made to do this, but 
the man could not be found, no 
one remembered seeing him lately, 
his name did not appear in the 
city directory, and the impression 
was forced upon me that I should 
look no more upon his well- 
groomed figure and handsome, 
dignified countenance. In this I 
was mistaken, for last Autumn 
(November, 1904) while spending 
a few weeks at Saratoga, I was 
one day walking on Broadway, 
with my wife, when I saw Mr. 
Burke close at hand and about to 
pass. Our eyes met with a half 
recognition, and we passed on; 
since which I have not ceased to 
regret that I did not make the 
slight effort needed to learn what 
facts and conditions had induced 
him to absent himself from 
New York, where so much of his 
life had been spent. 
_——_+@)———__ 

THE handsome, seventy-two page cata- 
logue of the Herring-Hall-Marvin Safe 
Company, New York, is illustrated with 
views of safes that went through the 
Baltimore fire successfully and_ other- 
wise, and with European safes, showing 
the superiority of the American product. 
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Honestly—Could Fle: 9 


Suppose you asked your advertising agent to 
stop writing about selling and really go out and 
successfully sell your goods for you— 

Could he do it? 

Suppose you asked that advertising agent to 
stop writing the ads and go into your office and 
take temporary but complete charge of your trav- 
eling men— 

Could he do it? 

Suppose you asked him to repeat for you the 
actual business successes he has made in market- 
ing real goods, taking himself the medicine he 
gives you— 

Could he do that? 

If he could—can—has—done these things for 
himself, can he not plan a more successful cam- 
paign, and write better advertising for you? 


Our staff of 88 people contains 14 specialists and is headed ° 
by a business man. Started in the advertising business in 
1884; been at it ever since for himself and others. He has 
sold goods—managed salesmen and been successful in his 
own business ventures. 


If you are interested in getting more money . 
out of what you spend in advertising, getting 
new ideas in forceful campaigns that are different 
and stronger than anything heretofore used by 
your competitors, ask us for the facts and the 
proof of what we can do—we will consider your 
request a favor. 

THE BATES ADVERTISING COMPANY, 

CONVERSE, D. MARSH, Chairman Executive Commitee, 

182 WILLIAM STREET, NEW YORK. 
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BUSINESS CORRESPOND- 
ENCE. 


If advertising pay: pays and printed 
literature is advertising, and if its 
advertising value is increased in 
proportion to the art and skill dis- 
played in its make-up and get-up, 
then why is it that houses which 
will cheerfully pay the highest 
prices for art-work and half-tone 
plates for their booklets, and 
would absolutely refuse to accept 
any job of printing in which worn, 


nicked or otherwise imperfect 
type were used, or defective 
press-work were apparent, will 


daily put their autograph signa- 
ture to letters which are typo- 
graphically, rhetorically, gram- 
matically and orthographically, in- 
ferior to their booklets and cir- 
culars—not because it is impos- 
sible to secure better, but rather, 
because the standard is lower. 
Booklets, catalogues, circulars, 
folders and all such literature no 
matter how high the grade of 
workmanship they represent, will 
all sooner or later find their way 
to the waste basket; but the spe- 
cial letters—the daily correspond- 
ence of the house, go to the letter 
files and constitute the only means 
of permanent representation for 
the sender. 
"5 
dank gar to etd Mas ahtes teen 
referred to when the proper time comes.” 
Isn’t this the substance of the 
terms in which many a salesman 
or solicitor is dismissed after a 
lengthy and_ interesting  inter- 
view? The beautifully printed 
booklets and circulars he leaves 
behind will go into the waste 
basket when he leaves, for with 
his letter on file it is easier to 
refer to it and ask for a new lot 
of printed matter than to keep 
what has already been presented. 
Isn’t it more often the case that 
the catalogue represents the per- 
sonality and standards of the 
printer and the person hired to 
write it up, more than it does the 
one in whose name it is sent out? 
In other words, isn’t a house more 
correctly sized up by its corre- 
spondence, which is its own prod- 
uct than by the printed matter 
which is the product of another 
shop? 


If an artistically gotten up cat- 
alogue will do a house more good 
than a commonplace, ordinary 
piece of printing, then most em- 
phatically let it be said, the same 
principles hold good in reference 
to its correspondence. 

I have in mind a little booklet 
received from a bank which is 
spending many thousands of dol- 
lars in magazine advertising. The 
booklet itself provoked much fav- 
orable comment by reason of the 
fine taste and neatness with which 
it was executed—but the circular 
letter which announced its hav- 
ing been mailed, was suggestive 
rather of the Wiggs family’s the- 
ater party than a careful conser- 
vative bank with whom one might 
feel perfectly safe entrusting all 
his wordly possessions, its every 
action being preceded by careful 
thought and deliberate considera- 
tion of the smallest detail, 

As one advertiser of fine sta- 
tionery points out, your letter 
touches very closely the people 
you want to influence. He sees 
in it something besides the mes- 
sage written on the paper—there’s 
a message “between the lines” 
which bespeaks the character of 
the writer fully as much as the 
written word. 

Every argument in behalf of 


be the increased value of high-class 


literature applies with double 
force to the letters which go out 
from any house—not only the 
special, but the circular letters 
as well, JosEPHINE CROSIER. 
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“WATERLOO EGG REPORTER.” 
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Defining the Advertising Policy of the Chicago Daily 

Review, John J. Hamilton's National Dollar-a- Year Daily 

Newspaper for American Women and the American Home. 
(Adopted by the board of directors December 15, 1904.) 

Resolved, That the Chicago Daily Review will admit nothing to its 
reading or advertising columns which cannot be read aloud in the home 
circle. 

Resolved, That the Chicago Dazly Review will accept no liquor or 
tobacco advertising, and no advertising of bitters or medicines com- 
monly used as substitutes for intoxicating beverages, : 

Resolved, That, with the exceptions noted in the foregoing resolu- 
tions, the Chicago Daily Review will welcome the orders of all reput- 
able and responsible advertisers, reserving the right to revise or reject 
copy not in accordance with the letter or spirit of its policy. 

Resolved, That after March 1. 1905, or as soon as the Daily Re- 
view shali attain to a circulation of 20,000 or more, a flat rate of 10 
cents per agate line shall go into effect on a basis of 40,000 circulation, 
with discounts corresponding to the actual circulation at the time con- 
tract is made. 

Resolved, That the following provisional list * of acceptable adver- 
tising shall be placed in the hands of the advertising solicitors of the 
Daily Review, to be followed by other similar lists from time to time; 
solicitors to accept advertising not so listed subject to the publisher’s 
approval. 

ACCEPTABLE ADVERTISING LIST No. 1. 
Allcock’s Porous Plasters Flour Perrin ations Co. 


American Newspaper Ass’n *eruna Dru 
Pierce’s Golden Sisdical Dis. 
rac’ 








1 
Remedies Price’s Baking Powder 
erd. I’. Prudential Insurance Co. 
Malted Milk Publishers, all reputable 
Acid Phosphate Pyle’s Pearline 
Specifics 


roche 
dway’s Remedies 
Red Raven Splits 
1 Shoe 


Troches Rega. 








exall 
Royal Baking Powder 
Soap if 
Medicine Co. 8. 8. S. 
A. B. & Co. Salada Teas 


ete. 
Thos. W. 
Sauce 
of Beef 


Lithia Water 











.O. 
Preparations 
© Soap 












Co. 


Co. 






Soc. Co. 



















Sandholm’s Eczema Cure 


a polio 
Shoop’s Remedie 
Shredded Wheat ‘Biscuit 
Slocum’s Consumption Cure 
Sorossis Shoe 
Sozodont 
pce satiate age 

uart’s Dyspepsia re, etc. 
Swamp pest “a 
Syrup of Figs 
‘Tone Bros.’ Coffees & Spices 
Tonsiline 


Co. Powder Bd ty Manufacturers 
Condensed Milk 
Powder ‘canthantane 
W. B. Corsets 


Warner’s Safe Cure 
Welch’s Grape Juice 
Williams’ Pink Pills 


, ete. Washer Winslow's Soothing 
3 Ost: , Albert F. 
H. Paine's 8 Celery Compound ee pd JH 
asher racam Woo! 
Pears’ Seep Woolsse —, a Co. 


~~® Norg.—A number of names omitted because of limited space. 
CHICAGO REVIEW CO., 


toor Coca Cola Building, Chicago, Ill | 
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A BANK’S CAMPAIGN. 


As bankers progress in adver- 
tising they begin to leave behind 
the somewhat stereotyped ready- 
made announcements of a year or 
two ago, writing ads suited to 
their own institutions, their own 
localities and their own people. 


Get-Rich-Quick Schemes 











business methods are not <t in, nor 
countenanced by the management of this 
bank. Only business along legitimate lines 
of banking are considered. Our entire force, 
energy and resources are directed towards 
—— a safe and conservative institu- 

tion. One where ALL people may come 
and feé) that whatever bpsiness they do at 
our counters: is fully appreciated. 


Fout Per Cent. lnterest paid on Time Depostts. 








Commercial State Bank 


B.F Cusrron, — go aa eae 
 Manox, Ase’t Casb 











The first primer stage is over, and 
individuality is now being assert- 
ed in bank advertising. This, of 
course, is logical development. 
The Commercial State Bank, of 
Grand Island, Neb., began adver- 
tising about four years ago. The 
first idea of Assistant Cashier C. 


gush get 
4 










Vv 


¢ ° 
Examine Yourself 





; iS NOT OUR INTENTION TO GIVE 
[z & lecture on morals, as that is not our 


| Scieadentinintiadians 





Commercial State Bank 
Island, Nebraska, 


TON, et ED. HAMILTON, Cashier; 
— 0. B. MENCE, { 








Ff 
H. Menck was “to smash to 
smithereens the old conception of 
‘undignifiedness’ of publicity for a 
bank other than the cut-and-dried 
bank card.” At the outset he em- 
ployed ads taken from Rice’s 
Practical Bank Advertising, but 
those applicable to the Commer- 


cial State Bank of Grand Island 
were soon exhausted. Then for 
a year he used form ads furnished 
by the Art League, New York 
City, but these, too, became stereo- 
typed. 

“they were applicable to our 
business to a certain degree,” he 
says, “yet as a whole were un- 
satisfactory. I concluded to try 
my own hand at writing ads that 
would relate to our bank in a 
more direct way. In the past 
year I have printed double-col- 
umn announcements five inches 
deep regularly, using the Daily In- 
dependent of this city. Position 
is purchased on the local page im- 
mediately following local items. 
A new ad is inserted on Saturday 











There is a Reason 





a insaied at our back and “s 
umber of its patrons is hed yo Brey 
and oS tn tous 


bow aggregate nearly 


$200,000.00 


There is 2 reason for this condition. Moy & ait be from eo 
fact that this institution is safe, its business is conducted in 

Servative manner, sand that he pare ot bank reve pomp, 
careful and courteous at 

wb heb gerne henge pedal ae oe 
nee eetnes es Seal ges a aes be pleased, with our business 
methods and treatment. 


4 per cent Interest paid on Time Deposits, 





Commercial State Bank 


B. F. CLAYTON, President; E. D. HAMILTON, Cashier; 
©. 3. MENCE, /as't Cashier. 























evening of each week and per- 
mitted to run unchanged until the 
following Saturday. In addition, 
we also advertise in three weekly 
papers, changing the announce- 
ment once a month. As far as 
copy is concerned, we have tried 
to make a truthful, dignified, 
forceful, humanly interesting state- 
ment of the policy of the bank, 
and to make no claim and offer 
no inducement that we would not 
cheerfully carry out, whether call- 
ed upon to do so or not. 

“We have unmistakable evi- 
dence that the publicity obtained 
for our institution has resulted in 
a very rapid, yet steady and 
healthy increase of business, and 
a very desirable class of business 
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at that. While it is absolutely im- 
possible to arrive at anything like 
a reasonably sure proportion of 
business brought our way by 
newspaper advertising, or. to de- 
termine what came of its own ac- 
cord through the personal ac- 
quaintance of the bank’s officers, 
yet the fact remains that it took 
our bank but four years to obtain 
a volume of deposits that it took 
a competitor twenty years to ac- 








Remember, 


we not only make it pleasant and convenient for those desiring to 
a portion of their earnings, but profitable as well. . 

Ai the time our bank was established in this city, the prevailing 
fate of interest paid on time its, if left undisturbed for one year, 
3 per cent and no interest was allowed on such ts if 
wn 


deposi! 

at any time before the expiration of the full year. In 

‘accordance with our idea of fairness we immediately allowed 4 per, 

cent interest on time deposits if left one year, 3 per cent if Jeft six 
and 2 per cent if left three months. 

This difference inthe rate of interest paid, resulted in 2 gate to our 

‘over and above what they would have vecelvel cheeks 

000 eg for the ay period; $15, for the 

term of -6 months; and $5, for the term of 3} months, and other 

amounts in the same proportion. Then 

i advantage to do their banking business with us, would it 

not also be to your advantage to do yours here? You would not 

hesitate to buy your groceries, dry goods or hardware, quality and 

i other than tradi 


service f your usual 
ar if offered the same inducements. 
and see us Absolute safety, fair and courteous treatment 


Commercial State Bank 


GARAND ISLAND, MEBRASKA 
BF. President E. D. Bamuntor, Casbi 
ww 








FACTS versus 
CLAIMS. 


On January 20, 1905, following 
a detailed report of its own circu- 
lation, the Chicago Daily News 
said: “The Daily News regrets 
its inability to quote the circula- 
tion of the other Chicago newspa- 
pers, and this because with the 
single exception of the RECORD- 
HERALD, no other Chicago news- 
paper makes a complete, detailed 
publication of the actual sales of 
all its editions.” 





The CHICAGO RECORD- 
HERALD Circulation for 
Jan, and Feb., 1905: 

Daily Average, 148,821 
Sunday Average, 202,098 





cumulate. It would probably be 
unfair to credit the entire increase 
to advertising, as the good busi- 
ness and other conditions prevail- 
ing during that period have had 
considerable bearing on results. 
We confidently believe, however, 
that that advertising turned much 
of the new and a great deal of the 
old business our way. I have 
been an interested reader of 
Printers’ INK during the last 
four months.” 


—___ +e 
A BOOKLET from the Pure Food Guar- 
antee Association, Philadelphia, de- 
scribes a novel plan for assuring purity 
of foods of every description, This 
association undertakes inspection for 
manufacturers of food articles, and 
upon ascertaining purity, permits the 
manufacturer passing tests to use in 
his advertising a special trademark, be- 
longing to the association, which is 
made known by other advertising to the 
general public as an emblem of in- 
tegrity and safety. 








SoME newspaper advertising and liter- 
ature for ‘“Podophylets,” a __ laxative 
marketed in the South by the Podophy- 
lets Medical Co., Atlanta, Ga., shows 
no marked originality of argument or 
display, but is informing and ought to 
be successful when reinforced by the 
concern’s work with local druggists and 
free samples. 











Write to Des Moines merchants 
to learn the standing of the Des 
Moines newspapers. 


Des Moines 
Capital 
is first in circulation, advertising, 
and popular favor. Publishes, 
regularly, more advertising of all 
kinds in six issues a week than 
any competitor in seven. Total 
circulation exceeds 39,000. City 


circulation guaranteed to be the 
largest. 


LAFAYETTE YOUNG, Publisher. 








EASTERN OFFICES: 
New York, 166 World Building. 
Chicago, 87 Washington Street. 




















“AN INDUSTRIAL GIANT, 
YORK PA.” 


The printed matter which usu- 
ally comes from a_ publisher’s 
office is about as weak and vapid 
as most publishers’ advertise- 
ments are that one runs across. 
A leaflet received from the York, 
Pa., Dispatch, is such an exception 
to the ordinary kind that the Little 
Schoolmaster takes pleasure in 
reprinting it in full: 

FACTS ABOUT YORK. 

York is the county seat of York 
county. : : 

It is located 28 miles south of Harris. 
bugs and 58 miles north of Baltimore. 

wenty years ago it was _ scarcely 
known outside of Pennsylvania. To- 
day it has over 40,000 population and 
is famed in every country on the globe. 

Its plows are used in South Africa. 

Its wagons treck across the Transvaal 
veldt. ‘ 

Its organs help to make life pleasant 
in far-away Russia, 

Its ice machines are used in 
tropics. _ 

Its agricultural implements are known 
wherever civilization has sway. 

Its waterwhee!s create power on the 
rivers of two continents. _ 

No city has more diversified indus 
tries than York. Here are made tiny 
tacks and monster refrigerating ma- 
chines, passenger cars and wall papers, 
the finest silks and ponderous bank 
vaults and —- implements for 
the world at large. 


ELOQUENT FIGURES. 

York has ten_banks with a_ capital 
of $2,750,000. They have surplus and 
undivided profits aggregating $900,000. 
York has 13 miles of electric + 4 
York has four rural oe reach- 
ing populus sections of York county. 
When projected lines are completed 
over 100 miles of rural trolley lines 
will radiate from York. 

York has 40 miles of water mains 
and 38 miles of gas mains. 

York has 8,500 homes. 

York has over 10,000 voters. 

York has an area of 2,250 acres, 

York has a court house costing $500,- 
000. 

.York has the largest and costliest 
high school building in the State. 

ork has absolutely pure water. Its 
reservoir has a capacity of 40,000,000 
gallons. 

York’s assessed valuation of real 
estate is $18,000,000. 

York has 25 handsome public school 
buildings with 125 schools. ss 

York has $10,000,000 invested in 464 
large and small industrial establish- 
ments. 

York | employs, 10,000 
women in its factories, : 

York produces in its factories an- 
nually $15,000,000 worth of goods, 

York consumes in its factories over 
$8,000,000 worth of materials in a year. 

York pays out $4,000,000 a year in 
w to its — : 

ork has three fines of railway, the 


the 


men and 
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Northern Central, the Western Mary- 
land (a part of the Gould-Wabash sys- 
tem) and the Maryland and Pennsyl- 
vania railroad. 

WHAT YORK MAKES. 

Awnings and tents, blank books, shoe 
blacking, boots and _ shoes, chains, 
cigars, cigar boxes, brick and tile, 
brooms and brushes, rag carpets, car- 
riages, cars, passenger and freight, 
dental ¢upplies, e-ectrical apparatus, 
fertilizers, files, flour, furniture, hard- 
ware, hats and caps, hosiery, ice, iron, 
agricultural; lime and cement, liquors, 
malt; locks, mattresses, monuments, 
musical instruments, patent medicines, 
safes and vau:ts, silk, soap and candles, 
tobacco roducts, washing machines, 
wire cloth, ice machines, cultivators, 
engines and boilers, rolling mill prod- 
ucts, candies, threshing machines, cot- 
ton gins, orange sorters, fiber machines, 
harrows, weeders, turbine wheels, 
spokes and wheels, traction engines, 
tacks, iron and wire nails, wall 
papers, paper boxes, iron bridges, 
car ventilators, knitting mill machinery, 
ianos and organs, canned goods, mal- 
eable iron, incandescent lamps, scales, 
crackers and pretzels, shirts and under- 
wear. 

YORK POINTS WITH PRIDE 

To the largest ice machine factory 
in the world, 

o one of the largest wall paper 
mills in the country. 

To a caramel factory employing 500 

. 


people. 

To four monster silk mills whose 
products have become famous in the 
great cities of the United States. 

To three monster carriage factories. 

To one of the leading safe and lock 
factories of the United States. 

To a large agricultural chemical fac- 


tory. 

ko a local telephone system having 
over 3,000 .subscribers, 

To the best equipped trolley system 
in the State, ; 

To an increase of 62 per cent in 
—— from 1890 to 1900, 

‘0 between 300 and 4oo houses 
erected annually. 

To its public parks. 

To its many fine homes. 

To the 7,000 fertile farms within 
the county. 

To 65 churches, 

To its 10,000 well-paid working men 
and women, who are earning more 
money than ever before. ; 

To the large and thrifty agricultural 
community that helps to make up the 
120,000 population of York county. 

To the consuming power of its peo- 
ple and the large, growing commerce 
of this city. ’ 

To bank clearings estimated at $110, 
000,000 annually. és 

To York county’s 1,130 registered 
cigar factories. 

To the production of over 300,000,- 
ooo cigars annually in York oom, 

To a cigar factory that pays daily 
to the United States over $700 for 
revenue tax and duties, 

To a factory that produces 3,000 
wagons annually, R 

To eleven rural free delivery routes 
leaving this city daily. ? 

To seventy-five rural free delivery 
routes in York county. 
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YORK’S LEADING PAPER. 

Every communitv has its leading 
daily newspaper. In York it is the 
Dispatch. It was originally founded 
by the present — in 1864— 
forty years ago. wenty-eight years 
ago, in 1876, the Datly Dispatch was 
established. It distributes many more 
papers every evening than are print- 
ed by its other competitors combined. 
It penetrates every section of the coun- 
try, having an average sworn circula- 
tion of nearly 9,000 daily. In the citv 
alone over 5,500 copies are regularly 
distributed among the 8,500 homes. The 
city circulation is distributed by the 
Dispatch’s own carrier system, 42 boys 
being employed for the purpose. The 
Dispatch has no_ street sales. The 
papers go direct in the homes of the 
city and the circulation is net. The 
Dispatch’s city circulation is greatly 
in excess of the total circulation of 
any other York paper. It is the onl: 
paper in York that furnishes a detailed 
statement of circulation. It is the only 
paper in York that invites inspection 
of circulation books and records, The 
Dispatch is an 8 to 16 page newspaper, 
8 columns to the page, and se‘ls for 
6 cent a week. It is modernly equip- 
we has a three-deck web press, six 
inotype machines and an Associated 
Press wire in it editorial rooms. It is 
an old established newspaper occupy- 
ing its own building in the business 
heart of the city. It is not an experi- 
ment and enjoys the confidence of the 
entire people, irrespective of party. It 
is now enjoying the most prosperous 
career in its history. Its circulation 
is growing rapidly and among_local 
advertisers it stands on top. Objec- 
tionable advertisements are not printed 
and it is regarded by York people as 
clean, and the recognized fami.y news- 
paper. 

HOW TO REACH THESE PEOPLE. 

No better or cheaper means of reach- 
ing the consuming classes of this pros- 
perous region is known than through 
the columns of the Dispatch. If you 
have something to sell which our peo- 
ple want you can surely sell it if you 
employ the Dispatch to speak to them 
about it. 

The Dispatch is the only paper 
in York, daily or otherwise, which 
is credited with a rating in Arabic 
figures in Rowell’s American 
Newspaper Directory for 1905, 
showing an actual daily average 
for 1904 of 8,974 copies. There 
are three other dailies published 
in York, but it would appear per- 
fectly plain that the general ad- 
vertiser might safely disregard 
them. 

As already stated the Dispatch 
has issued a booklet which an ad- 
vertiser will read with interest. 
There is enough material in that 
booklet to write twenty or more 
advertisements which could be 
easily condensed into as small a 
space as a quarter page in PRINT- 
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ERS’ INK where they would tell 
a successive story of valuable 
facts, 

There are scores of papers all 
over the country similar to the 
York, Pa., Dispatch, and dozens 
of more important ones, if all 
of them would take the pains to 
insert once in a while a quarter 
page in PRINTERS’ INK, and fill 
the space with live facts for 
which the advertiser is constantly 
looking, then each issue of Print- 
ERS’ INK would bulge with infor- 
mation of the most desirable char- 
acter. 

No first-class publication was 
ever systematically advertised in 
PRINTERS’ INK without ample re- 
turns for the outlay, and several 
admit that Printers’ INK was in 
a measure the making of their 
successes. 

Bear in mind! Advertisers 
need as much reminding as they 
need informing. 

++ 

Statistics of gas consumption, with 
@ summary of its advantages in clean- 
liness, safety, etc., over coal and wood, 
are used as the main section of an 
eight-page booklet by the Laclede Gas 
Light Co., St, uis, demonstrating the 
superiority of gas for cooking. This 
is reinforced with several hundred let- 
ters from householders in all parts of 
the citv. Another excellent booklet 
from this company is devoted to 
hot water, ‘Showing special heaters for 
producing it cheaply with . Both 
were prepared by William .. McCall, 
of the company’s own advertising de- 
partment. 





PrizEs aggregating fifty dollars in 
gold were recently awarded to the em- 
‘ployes of the Cleveland Trust Company, 
Cleveland, who rented the largest num- 
ber of safe deposit boxes in a specified 
period. The company now offers two 
other prizes to employees for the best 
suggestions for improvement of office 
system, 





_A warce half-tone of a gown on a 
live model shows the application of rib- 
bons to present modes. It is a timel 
piece of advertising sent to the retail 
trade by Gartner, Sons & Co., the rib- 
bon house, 50 Greene street, New York. 
+o 


Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Takes the placa of 280 County weeklies at 
1-10 the cost. Great saving in bookkeeping, 
postage and electros. Rate, 35 cents. 


Actual average circulation 152,062. 
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MORE TELEPHONE ADVER- 
TISING, 
THE CUTS ARE MADE FROM THE OR- 


IGINAL ADVERTISEMENTS WRITTEN 
BY JOHN E, POWERS, 








Judicious advertising is helpful 
to the telephone. What can be 
done in this respect is demon- 
strated by the success of the 
Cuyahoga Telephone Company of 


TELEPHONE 


Bell says: competition has 
put-up rates in Cleveland. 

Lies are apt to be ‘built 
on truth. 

Bell means: Its old rate 
was $120; now, if you have 
both telephones, you pay 
$156. 

_ That’s true, and here’s 
the lie in it: $120 was for 
3000 or 4000 connections; 
the $156 is for 30000. We 
have put-down: Bell rates 
‘and improved Bell service— 
it’s nothing to brag-of now. 

Bell residence rate was 
$84; then $60; now $48. 
Why, do you think? 

Cuyahoga was $36; now 
'$48. Why, do you think? 

We are sorry to advertise 
Bell; can’t help it. 

Are you in the Book? have 
you wires enough? 





Cuyahoga Telephone ¢ Company 
Electric Building , Prospect street 





Cleveland, one of the largest inde- 
pendent companies in the world. 
This company commenced oper- 
ation in 1900 with 46 telephones. 
There was for a while a rapid and 
satisfactory growth due to the dis- 
satisfaction of the public with the 
opposition company which had 
occupied the field for some 
twenty-five years prior to the 
Cuyahoga’s advent. The plant 
grew to some 10,000 telephones 
in the beginning of 1904. Then 
new equipment was placed and an 


TELEPHONE 


Compare the names on a 
page—beginning of A for 
example—in two successive 
directories, both of ’em. 

Which is growing? 

Bell’s Book :for January 
1904 had 14 442 names. 

January 1905 Book had 
15040 names. Increase 598 
names. Less than 50 a month. 

Cuyahoga Book for March 
1904. had 8 300 names. 

December Book had 12 194. 
names. Increase for nine 
months 3 894 names. Nearly 
433 a month. 

Cuyahoga’s new Book 
comes out ahead of time. 
Can’t wait. Too many new 
names. 

Who’s doing the business? 
Who’s going to do it? 

Are you in the Book? haye 
you wires enough? 


Cuyahoga Telephone Company 
Electric Building Prospect street 





TELEPHONE 


‘What Bell’s ‘rate would 
have been, if we hadn’t 
come in, may be seen from 
what Cincinnati is paying: 
$120 a year. ; 

‘That was the Bell rate 
there and here. Cincinnati 
(no competition) pays it yet. 

Are you in the Book? have 
you wires enough? 


Cuyahoga Telephone Company 
Electric Building Prospect street 
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aggressive campaign for new busi- 
ness instituted. 

The company secured the ser- 
vices of Mr. John E. Powers, of 
New York, and placed the adver- 
tising in his hands. The result of 
some twenty-nine days of his 
labor has been most effective, en- 
tertaining to the public and inter- 
esting to the opposition. In ad- 


‘TELEPHONE 
Bell had the cream of the 


business before we began. 





Bell and Boston enjoyed it. 
Cleveland didn’t. That’s 
why we began. 
Are you in the Book? have 
you wires enough? 


Cuyahoga Telephone Company 
Electric Building Prospect street 





dition to the newspaper campaign 
Mr. Powers prepared little book- 
lets to be sent out with the quar- 
terly bills and for enclosure in 
our daily correspondence. 

From March 1904 to March 
1905 over 5,700 telephones were 


TELEPHONE 





Is there a doctor without 
it? What sort of a doctor? 

Are you in the Book? have 
you wires enough? 


Cuyahoga Telephone Company 
Electric Building Prospect street 


added to the list. The gain in- 
creases and promises for the re- 
mainder of the year something 
like 4,500 more telephones for the 
remaining months. While we, of 
course, do not attribute to ‘the 
newspapers and street car adver- 
tising all of our gains, we do be- 
lieve that the campaign outlined 
for us by Mr. Powers has been 
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largely responsible for the in- 
crease, 

The company’s policy of cour- 
teous treatment to the public, its 
frank statements of its condition 


TELEPHONE 





Want to be called at a 


certain hour in the night or 


- morning? Tell us and sleep 


sounder, relying on us and 
it. 

Are you in the Book? have 
you wires enough? 


Cuyahoga Telephone Company . 
Electric Building Prospect street 





(the monthly statements of in- 
creased telephones, earnings and 
expenses are given to the daily 
and financial papers), the service 
given and the fact that a well 
drilled, intelligent and energetic 


TELEPHONE 


The Carnegie’ steel plants. 
at Youngstown, Warren 
and Niles (O .), Sharon, New-' 
castle and Homestead (Pa.) 
and several mills in Pittsburg 
have thrown out Bell sys- 
tems and put in_Independ- 
ent (Anti-Bell) exchanges. 

Why, do you think? 

Are you in the Book? have 
you wires enough? 





Cuyahoga Telephone Company 
Electric Building’ Prospect street’ 


corps of solicitors were kept con- 
stantly in the field, had also to do 
with the result. Up to the time 
we commenced our campaign in 
the newspapers the opposition, 
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resting secure in what seemed to 
them an impregnable position, had 
done little or nothing in the way 
of. publicity. Alarmed over the 
turn affairs were taking, they too 
opened up aggressively, inserting 
advertisements in the newspapers, 


(TELEPHONE 





Roofers don’t wait for 
weather and letters; they go 
on telephone call. Do you 
own a roof? 

Are you in the Book? have 
you wires enough? 


oy Telephone Company’ 
Electric Building Prospect street 





following the Powers’ style and 
similar in type and make-up. Be- 
lieving that “imitation is the sin- 
cerest flattery’ we continue to 
follow our plans—W. B. Wood- 
bury, Assistant General Manager, 
Cuyahoga Telephone Company, 
Cleveland. 


SS 
A matuinc card from the Standard 
Index Card Co., Philade'phia, could be 
improved by eliminating the cut of a 
drawer from a card cabinet, giving more 
space for printed argument, As the 
company’s proposition is one of price, 
some way should be found to indicate 
in its literature how much cheaper it 
will furnish goods, and this price theme 
should be displayed boldly, with present 
argument made secundary. A good deal 
of space has been taken to telling how 
prices are made lower. The fact that 
they are lower, and that quality is the 
best, is all the reader wants to know. 
A BOOKLET from the Cleveland Trust 
Company, Cleveland, printed in sump- 
tuous style and giving many fine views 
of manufacturing plants in that city, is 
designed to show why this institution 
can afford to pay four per cent interest 
on mail deposits. The reason given is 
that “Cleveland’s great manufacturing 
interests make loans profitable there, 
and the facts presented are admirably 
reinforced by pictures. 


° —_<+ e+ —____ 
“Tre American Smoke Story” is a 
fine large booklet, in attractive colors, 
describing the methods of the American 
Cigar Company, 111 Fifth avenue, New 
York, in handling its products from the 
field to the smoker. Much inside infor- 
mation about tobacco is given, and the 
whole forms < story of more than or- 


dinary readability. 


Rowell's American Newspaper Directory for 1905—thirty-seventh 


year—wi 


TEN DOLLARS cash 


1c€ 1S 


Il be ready May 20. The pr 
per copy, and the book will be sent carriage paid, upon receipt of price. 


Recognized advertising agents, newsdealers or booksellers, are entitled to 


Address orders and checks to 


CHAS. J. ZINGG, Manager, 10 Spruce St. (up-stairs), 


a trade discount of 15 per cent. 


NEW YORK CITY. 
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SOME RESTAURANT AD- 
VERTISING. 


The Clarendon Hotel, in Brook- 
lyn, is conducted on New York 
lines in quality of food served, 
variety offered and facilities for 
late suppers. Its proprietor, John 
Hill, had a hotel in Manhattan for 
several years, and went over the 
Bridge in the belief that a house 
following New York methods 
would be profitable there. He 
was right. Almost from the day 
he took charge the Clarendon has 
been a profitable property, and to- 
day it is generally regarded as the 
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chicken croquettes and corned 
beef and cabbage. Advertising 


made them the favorite dishes in 
the café, and many Brooklynites 
leave their homes of an evening 
for the sake of eating them at the 
Clarendon. Mr. Hill had a corn- 
ed beef series of ads and a chick- 
en croquette series. The first 
talked about corned beef as the 
dreadful standby of the boarding 
housé, and then as a delicately 
prepared dainty a la Clarendon. 
In the last ad of this series was 
given the hotel’s recipe: 


Corned beef and cabbage is an old- 
fashioned, homely dish. Every one 





° — . likes it. There is no trouble about di- 
best establishment in its ‘ie Gating tH tau Oak lak hte oe 
About two years ago, after do elect fine corned brisket and 


building up a good patronage, Mr. 
Hill went into a campaign of 
newspaper advertising, using the 
Brooklyn Eagle to attract trade 
to his restaurant. The ads were 
only thirty lines agate single col- 
umn, and though Mr. Hill had 
never had much experience in ad- 
writing, he prepared the copy him- 
self because he could find nobody 
to write it according to his own 
ideas. The editorial department 
of the Eagle helped him in con- 
densing. Printed daily, always in 
the same special position, his little 
ads brought returns so great that 
in three months it was necessary 
to stop. Since then the Claren- 
don’s restaurant has been so well 
patronized that it would be im- 
possible to take care of any more 
business. 

The ads were simplv little talks 
about the café and its daily menu, 
but they had several points of ex- 
cellence aside from terseness and 
interest. First, they talked about 
good things to eat in a way that 
appealed to the appetite. Second, 
they stood for good eating per se, 
as against American indifference 
to the niceties of fine cooking. 
Third, they kept insisting that as 
good things to eat could be had 
at the Clarendon as at any of the 
famous New York restaurants, 
and lastly they were keyed so that 
results were known, in a measure, 
and the proper lines of argument 
followed up. 

The Clarendon had been sing- 
ularly successful with two dishes 
often despised by epicures— 


rump, boil for three hours, add the 
cabbage, and cook altogether for one 
hour more. Let it get cool in its own 
liquor. Warm it up and let it come 
to a boil before serving. It is a dish 
fit for king or laboring man. Even in 
cooking this seemingly simple dish 
there is an art and a right way to do it. 
_ Recipes, in fact, formed a lead- 
ing theme in the campaign, for 
many who tried the dishes at 
home and liked them—or the re- 
verse, perhaps—came to the res- 
taurant to see how they were 
served there. Recipes and the ad- 
vertising of specific dishes, too, 
gave a method of keying the ads. 
In this connection, a fact worth 
attention is that calls for the 





dishes in the restaurant seldom 
followed the advertising very 
closely. People took time to 


think the ad over, and then the 
calls began to be frequent. A 
hasty inference from results the 
day or two after might have led 
to the abandonment of lines of 
argument that were very profitab- 
ly followed up with more ads in 
the same tenor. 
The chicken croquette 
were as follows: 
Chicken Croquettes, 1. 
They are viewed with suspicion 
by the unknowing. That comes of 
trying to buy things for less than they 
are worth. The poor restaurant man 
strives to attain trade and gets up 
something fearfully and wonderfully 
made, labeling it “chicken croquettes.” 
“Tt is filling.” We will not do that 
sort of thing. What you eat at the 
Clarendon is made by a real “Cordon 
Bleu” and will always continue to be. 
We fight it out on this line. 
Chicken Croquettes, 2. 
This is the way the expert at the 
Clarendon and his staff make chicken 


series 
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croquettes. He takes the breast of a 
chicken (it’s no cold storage affair, 
either), with a dozen fresh mushrooms 
and a large truffle. He chops all to- 

ther quite fine, and sets it aside. 

fe then takes a half of an onion, a 
piece of unsalted butter of the size of 
two eggs and cooks this in a saucepan 
until it is brown. He s a spoonful 
of flour gradually until it thickens, 
then puts in a — half of milk, half 
of cream, and let all ome to a boil. 
Further detaus of 
morrow, 

Chicken Croquettes, 3. 

The croquettes we started to tell 
you about yesterday are now well ad- 
vanced in manufacture. The next cain 
the chef does is to add the choppe 
breast of the chicken, the mushrooms 
and the truffles. | With dexterity born 
of practice he mixes well and lets it 
all cool. He moulds it into a form 
and fries it until brown in hot grease 
enough to cover. He serves it hot. 
His salary is $3,000 a year. Don’t you 
think they’re worth the money? 


the process to- 
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sooner than 25 minutes after you order 
it, you can be sure it was one that 
was previous:y boiled. Ask for the 
lobster alive, before ordering, if you 
have any doubts. 





Explanations were the material 
for many other ads. It is said 
that the best test of a printed ad- 
vertising argument is to let a 
salesman use it direct upon a cus- 
tomer in selling goods. If it con- 
vinces by word of mouth it will 
convince in print. She rule 
worked well in the Clarendon ads. 
What pacified a critical customer 
in the café disarmed criticism be- 
forehand in the ads. 

Other ads dealt with the ser- 
vice, the bar, the Clarendon café 
as a place for a change from home 
cooking, etc.: 





Impatience is a trait of human 
nature that often nullifies the best 
effort of a good chef and gives a 
wrong impression of an excellent 
restaurant. Mr. Hill spread 
abroad some pretty sound notions 
of the virtue of patience in good 
cooking in his ads: 





There is one thing we will not do 
for any one. We will not hurry the 
cooking of a dish. Men come in and 
want a dish served five minutes after 
ordering it and others sit and talk an 
hour ofer they are all through. Now 
some things need cooking quickly and 
some need cooking slowly. We are not 
going to spoil good food by cooking it 
hurriedly. ‘you want things 
“spoiled” do not come here. We allow 
a waiter four minutes to serve a dish 
and the rest of the wait is necessary to 
good cooking. 


Broiled live lobsters area criti- 
cal dish when patrons are in a 
hurry, for to properly broil a lobster 
takes at least twenty-five minutes. 
Patrons came to the Clarendon 
asserting that a broiled lobster 
could be had in ten minutes in 
other places and asking why one 
could not be served as quickly 
there. Mr. Hill explained, ex- 
plained, explained. His explana- 
tion always satisfied. So finally 
he put it into an ad: 


Lobsters. 

Lobsters are becoming almost extinct. 
Still, people will have their_ broiled 
lobster. The only way to broil a lob- 
ster is to take the live bird, split it 
open, put it on a slow fire, and baste 
continually with pure unsalted butter. 
This takes longer, but it pays in the 
end, If you ever get a broiled lobster 








The Missus, Gentlemen, 


Whatever your income may be she 
would like to have a little dinner a 
deux with you once in a while. Just 
a soup, a bit of fish, a roast, an ice 
(don’t forget that)—that’s all. She 
doesn’t tell you, but she gets mighty 
tired sitting down every night of the 
year to the dinner she has had to plan 
out. Don’t show her this, but bring 
her here some evening. It’s a journey 
to New York; from the Clarendon 
ou can get home comfortably and 
etimes. How about the days when 
you were engaged? 

Would you go to New York quite so 
often if you could be certain of getting 
a really good late evening supper in 
Brooklyn? You go across the river 
for the new play, of course—the lights 
of Broadway, the brisk life of the 
town, the glare and the glitter. But 
do you always want that? Isn’t the 
thing you want, sometimes, just a 
well served, excellently cooked supper, 
the special delicacies you a: your 
friends find toothsome just before bed- 
time. When those sometimes arrive, 
come here. 

We believe that a man conducting 
a bar should conduct it honestly. 
There is profit enough in liquors to 
give a man what he calls for. We see 
to it that if a customer calls for 
Hunter, or Wilson, or Carstairs whis- 
key, or any other kind, he gets it. If 
we do not keep what he wants we 
tell him so. If a man must drink he 
ought to be able to name his own par- 
ticular kind of pizen, and get it. 





Jane’s “‘Night Out.” 
She has to have her afternoon and 
evening a week. You are lucky to 


have her at all, as things are now. 
When Jane’s “Night” does come and 
the kitchen girl starts in to wait on the 
dinner table, then comes trouble and 
annoyance. Why not dine at the 
arendon on some of these “Nights?” 
f you come once you'll come again. 
Tt’s worth the experiment, really. 
You'll get some new ideas about po’ 
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ing and serving that will fit well into 
your own dinners, 





A Sermon. 


We said last night that you should 
not belittle Brooklyn institutions until 

u have given thcm a trial. There 
is a sermon in this. Brooklyn people 
have gottcn into a habit of tryi to 
show their “savoir vivre’ by voicing 
their contempt of things Brooklyn. No 
wonder the rest of Greater New York 
jibes us when we foul our own nest. 

Yes, we like  ladics’ luncheons. 
There’s a satisfaction tn having our 
dining-room filled with daintily gowned 
women at noonday. The era when a 
woman got an ice and eclairs for lunch 
has gone by (as it should). Women 
have become very sensible lunchers, Of 
course, when merely with another 
woman friend, she gets a more modest 
luncheon than when Jack is ordering, 
but it is none the Icss a gdod lunch. 
A clear soup, an entree, a sweet—that 
is a luncheon fit for the prettiest girl. 

There was a time when pcople would 
eat a burnt dish in Delmonico’s, and 
make no complaint, because they 
thought that was Delmonico’s way of 
preparing it. All is different now. The 
people know what they want and in- 
sist upon having it, too. The people 
are the judges with us. If they do not 
like our way we take back the article 
and cook it their way or refund the 
money. No impertinent comments on 
the part of the waiter, no supercilious 
shrugs. We are here to suit you in 
every way. 





Suggestions, On!y. 


The printed bills of fare in our res- 
taurants are merely suggestions. Our 
ceguter patrons rarely look at them. 
Call for anything you think of, cooked 
in any way you nlease, and you can get 
it, if it is in market. If we printed 
each day the different things we cook 
we should need a whole page of the 
Eagle. If you don’t see what you want 
ask for it, 





Smokes. 


The C’arenlon would leave out an 
important reason for its existence and 
prosperity did it not have a word to say 
about its civars. To get a good cigar 
to-day is much easier said than done. 
There are too many “Havanas” made 
on the East Side of New York, any- 
where except in Cuba, And_ cigar 
stores are flooded with cheap brands 
and “bargain sales.” We have the 
cigars that Kipling referred to when 
he said: “A woman is only a woman, 
but a good cigar is a smoke.” 





This “Smokes” ad was typical 
of the success that can be achiev- 
ed in keying through the simple 
means of putting a covert sugges- 
tion into the text. A good many 
men who were not certain that 
they had ever read Kipling came 
in and asked for “those Kipling 
cigars.” Two other ads that had 


¢ 
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a pronounced success dealt with 
eggs: 





Egg-ology. 

We never knew a real good Catho- 
lic that liked eggs or fish. It seems 
as if we all disliked anything our con- 
science told us we ought to like. But 
the great reason why people tire of eggs 
is because they seem to think they must 
have thm boiled, fried, scrambled, or 
in an omelet, Now there are such 
things as fancy eggs.’”? Brooklyn people 
seem afaid of them, except when they 
go to New York. To-morrow we will 
give yo a receipt that will make Lent 
seem like a continuous feast. 





Eggs Romanoff. 


Over dry toast spread thickly salt, 
Russian caviare; dron a poached, egg on 
the prepared toast and over all pour a 
rich Bechamel sauce. Seve hot. It 
should be eaten altogether and not dis- 
scted. There are many other ways of 
preparing “fancy eggs,’ some better, 
some worse. We have a different style 
“fancy eggs” on our bill of fare every 
~ Do not be afraid of them, They 
will all be good. 





Streetcar cards were used at 
the same time, the arguments be- 
ing condensations of those in the 
newspaper advertising. Mr. Hill, 
in writing, went on the principle 
that if you know what your public 
wants (as you must to succeed in 
the hotel business), it is good ad- 
vertising to give information 
about it in a terse, interesting 
way, every day, in the same place. 
Small space will do the work if 
the ads are interesting. But style 
is an important element. It is 
easy to attract attention, but un- 
less the ads have style they will 
not hold it. 





CIRCULATION TERM _ILLUS- 
TRATED. 


S ape 


“AVERAGE DAILY ISSUE.” 
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VACATION ADVERTISING— 
CAN IT BE IMPROVED? 


Can summer resort, hotel and 
vacation advertising be made bet- 
ter? The newspapers and maga- 
zines would miss a_ tremendous 
sum of money if all the hotels 
were to stop advertising some 
year, and with them all the rail- 
roads that promote vacation 
travel. But are these thousands 
upon thousands of dollars well 
spent? Isn’t summer resort ad- 
vertising pretty much of a dreary 
sameness as it stands? Does it 
pull people away to the mountains 
and seashore, or is it not rather a 
sort of accessory after the fact, 
productive because people have to 
go somewhere anyway? When 
one remembers the dozens of va- 
cation bureaus, such as are con- 
ducted by the Brooklyn Eagle 
among newspapers and the Out- 
look among magazines, doesn’t it 
look as though the summer resort 
advertising did no more than stun 
readers and send them bewildered 
to the vacation bureau man for 
help in their difficulties? 

What can be done to liven up 
this advertising and give it zest 
and character? 

The problem isn’t easy. Pure 
air can’t be described so that it 
appears purer than the air at other 
summer resorts, while beautiful 
sunsets and entrancing views off 
the veranda, potent enough to the 
man on the spot, make a poor 
showing in the form of advertis- 
ing word pictures. Even the best 
picture that can be printed in a 
magazine ad falls a long way 
short of the real thing in scenery. 
Practically all the wordy tourist 
books and verbose railroad guides 
are instances where the adwriter 
has failed to set forth a very good 
commodity. The stuff is there, 
but you can’t put it into an ad. 


In the endeavor to describe 
vacation attractions the sum- 
mer resort advertising man 
has overlooked one of the 
vital points of his _ proposi- 
tion. That is the summer resort- 
er himself. Mail-order copy ex- 


perts will describe a cream separ- 
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ator in so human a way, showing 
how it saves time for mother and 
father and makes life easier for 
the whole family, that the reader 
who has no farm or cows will 
often want to buy one. The 
human nature side of the summer 
resort doesn’t get into print at all, 
as a rule. Once in awhile some 
writer hits this note in the prop- 
osition, though, and usually with 
a good deal of success. This ad 
of the Monon Route is an excel- 
lent illustration of a summer re- 
sort ad turned upside down and 
made human: 





ALL A-TANGLE. 
Does that describe your nervous con- 
dition? 
Are you run down—out of sorts? 
Has the hard winter with its duties 
and pleasures been too much for you? 
0 to French Lick West Baden 
Springs and get “made over new.” 
he wonderful health waters of 
these famous twin resorts will cleanse 
your system of all impurities—put you 
in health-trim again, restoring kidney, 
liver and stomach to their normal 


wer, , 
Plenty of good hotels—moderate in 


price. 
French Lick West Baden Springs 
are in Southern Indiana on the Monon 


Route. 





Price ought to be a strong ele- 
ment in all summer resort adver- 
tising except that too exclusive 
and high-priced to be advertised 
at all. Millionaires and_ society 
queens go off to Europe in sum- 
mer, or to Newport, or their own 
cottages in the Adirondacks. 
Summer resort advertising in the 
magazines comes pretty near ap- 
pealing to the plain people, and 
nobody else. Ask the vacation 
bureau man about it and he'll tell 
you a large per cent of the folks 
who come to him for advice are 
clerks with a small vacation fund, 
prim, elderly, stenographers with a 
smaller fund, and sometimes me- 
chanics with families who haven’t 
any fund at all to speak of, and 
want to be shown where to go 
without one. Summer resort pub- 
licity as it stands is pitched too 
high. It says nothing about prices 
because the proprietor thinks he 
preserves a tone of exclusiveness 
thereby and gives the impression 
that his place is patronized by the 
smart set. The smart set takes 
care of itself, and his advertising 




















scares away two dozen good pros- 
pects for every one that it attracts. 

Some vacation advertiser will 
awake with a true realization of 
his. proposition one of these days, 
and when he does his advertising 
will sprout prices in numerous 
places. Not only prices per day, 
per week and per month, for 
rooms with bath and without, but 
also railroad fares, and the cost 
of extras. What is the success of 
the Cook tours built on? Why, 
nothing in the world but a plainly 
printed price, for which Thomas 
Cook & Sons agree to take you 
to a definite place and let you 
stay a definite length of time and 
see certain definite things and 
bring you back again. All the 
capital of Thomas Cook & Sons 
guarantee that there shall be no 
extras, with the consequence that 
a hundred people go on Cook 
tours who would never travel at 
all if there were none, and a 
hundred travel Cook to every 
dozen that go it alone. 

The booklet of the vacation re- 
sort advertiser* who proceeds on 
Cook lines will get right down to 
brass tacks and quote prices—tell 
how much it costs for one person 
to go to that resort from New 
York, Chicago, Boston, Indian- 
apolis and Washington, or for two 
or three or more persons, and 
stay a week, two weeks, a month 
or all summer. That sort of va- 
cation advertising may look far 
from exclusive or smart, but it 
will pull business. It is another 
way in which vacation advertis- 
ing can be turned upside down 
and written from the standpoint 
of the man who is going on the 
vacation—not from that of the 
place he is going to. 

Yet there ought to be some way 
of describing the summer resort 
itself so that it will breathe char- 
acter in the copy. Many hotels 
and resorts have really pic- 
turesque surroundings or other 
advantages that would give copy 
individuality. This advertisement 
of the Hotel Chamberlin, at Old 
Point Comfort, is individual: 


Three thousand troops of the U. S. 
Coast Artillery will be in camp at 





Eartress Monroe during the months of 
a 


and June. 
asthe and cruisers of the Navy 
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will be anchored in Hampton Roads 
during this same period. 

During these two months the exer- 
cises, target prensios and drills of the 
troops, and the evolutions of the war- 
ships with all the pomp and circum- 
stances of war cannot fail to be of 
— to visitors to Old Point Com- 
ort. 

From June 11th to 17th, there will 
be attacks of the combined fleets of 
the Navy upon Fortress Monroe. 
Night and day assaults will be made 
upon the fortress. Submarine mine 
explosions, torpedo boat attacks, bom- 
bardment of the Fort by the Fleet; in 
fact, every maneuver will be executed 
as in actual warfare, 

The social life at Old Point Comfort, 
with the Army and Navy contingent, 
will be at its best during this interest- 
ing period. 

otel Chamberlin is directly at 
Fortress Monroe, and its guests will 
have the most favorable opportunity to 
view every feature of these extensive 
and interesting maneuvers. 


Of course, the United States 
Army and Navy cannot be mob- 
ilized around any old vacation re- 
sort just for the sake of local 
color and to give good advertis- 
ing material. And yet, does it 
need an army or navy? If there 
isn’t something attractive to the 
vacationist, it must be a poor 
summer resort, Is there no way 
of infusing life and human inter- 
est into this deadly dull stuff that 
fills hundreds of pages of space 
and thousands of vacation book- 
lets every season? 

That stale old item labeled 
“Beautiful scenery” can often 
be given just the freshest, 
most appealing turn  imagin- 
able by the right man, The 
Adirondacks is full of beautiful 
scenery, and verbose adwriters 
have been driveling about it im- 
potently ever since the Adiron- 
dacks were discovered. There 
seemed to be nothing new to say 
about it. Yet one morning last 
autumn after everybody regarded 
the vacation season as a closed in- 
cident Uncle George Daniels 
woke up New York with an ad 
headed “The Leaves are_ Turning 
in the Adirondacks!” Just that 
and nothing more—just a bit of 
news about the beautiful scenery 
that suddenly made it real and 
vital to every man or woman who 
had the price and could get away. 

But it took a man who felt the 
thing to do it—which seems to be 
what vacation advertising needs. 
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A Roll of Honor 





(THIRD YEAR.) 
© amount of money can buy a place in this list for a paper not having the 


Neo 
requisite qualification. 


Advertisements under this caption are accepted from publishers who, accord- 
ing to the 194 issue of the American —— Dissovery, aos submitted for 





that edition of the Directory a d 


signed and da — 


uly 
also from publishers who for some reason failed to obtain a figure rating in the 1 
Directory, but have since supplied a detailed circulation statement as described -t, 


covering a 


period of twelve months prior to the date of making the statement, a — 


ment being available for use in the 1905 issue of the American Newspaper Direc 
culation figures in the ROLL oF Honor of the last named character are marked with a an Ce) 


These are generally regarded the "cca, who believe that an advertiser has a right 


to know what he pays his hard cash 


Announcements under this classification. if entitled as above. cost 


20 cel 


we ts per 
line under a YEARLY contract, $20.80 for a full year, 10 percent discount if paid wholly in 
advance. Weekly, monthly or quarterly corrections to date showing increase of circulation 
can be made, provided the er sends a statement in detail, properly signed and 


dated, covering the additiona 
paper Directory. 
ALABAMA. 
Athens. Limestone Democrat, weekly. R. H. 
Walker, pub. Actual average for ‘904, 1,011. 


Biainghom. Ledger. dy. Average for 1904, 
20,176. £. Katz., 8.A., N.Y. 


ARIZONA. 
Phoenix. Republican. Daily average for 1904. 
6,889. Chus. T. Logan Special Agency, N. Y. 


ARKANSAS. 


ons Smith, Times, daily. In 1903 no issue 
5.ane. Actual ~——e. "a October, 
yd! BS December, 1904, 8,6. 
Little Rock, Arkansas Me ede Anderson 
& Millar, pubs. Actual average 1903, 10,000. 


CALIFORNIA. 
Fresno, Mornin mg Spanien, dail 
6,415. LaCoste faxwell, N. Y. 
Mountain View, Signs of 4 Times. 
weekly average for 1904, 27.1 


San Franelaeo. Call, «i’y a il J.D. Spreck- 
els. Actual daily average {, _— ending Dec., 
1904, 62,282; Sunday, 87,94 


COLORADO. 


Denver. Clay’s Review ; weekly ; Perry A. Cla 
Actual average for 1904, ote (sR). “i 

Denver, lost, daily. Post Printing and Pub- 
ishing Co. Ar je for 1904, 44.577. Average 
Sor March, 1905, 47,856. Gain, 8,279. 
&@™ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 


. Aver. 1904, 
Chicago, 


Actuai 


GUAR American Newspaper Direct- 
TEED ory, who will pay one hun- 


dred dollars to the first per- 
son who successfully contro- 
verts its accuracy. 


CONNECTICUT. 

Meriden. Morning Record and Republican. 
daily average for 1904, 7.559. 

New Haven, Evening Register, daily. Actual 
av. for 194, 18,618; Sunday, 11,107." 

New Maven, Pal!adium, on. Average for 
1904, 7 . E. Katz, Special Agent.N. Y. 

How oS Unten. , a. 1904, 16,076. E. 

2, Special Agent. N. 





New Londen. i ev’g. Arer. 1904. 5,855. 
First 3 » 6,055. E. Katz, Spec, Ad. 
4gt., N. ¥. 





period, in accordance with the rules of the American News 


Norwich. Bulletin, morning. Arerage for 1903 
4,988; for 1904, 5,850; now 5,546, 


Norwalk, Evening Hour. Daily average r 
ending Dec., ” 1904, 8,217 217 (oe). - 


Waterbury. my y ublican, mublican, dy. Aver. for 1904, 
5.770. La Coste & Maxwell Spec. Agents, N. Y. 


DELAWARE. 


Wilmington, Every Even Avera: ir. 
anteed circulation for 1904, 11,460. — 


Wilmington. Morning News. Only morni 
paper in State. Three mos, end, Dec., 1904, 10,07 
DISTRICT OF COLUMBIA. 
Washington, Evening Star, daily and Sun- 
day. Daily average for 1904, $5.50 (©). 
FLORIDA. 

Jacksonville, Metro) d’y Av. fi 60. 
E. Katz, Sp. Ag. N. ¥. a 
GEORGIA. 
atone. Journal,dy. Av. 1904, f*- 68s, Feb. 

905, 44,811. Semi-weekiy 45.86 
Atlanta, News Actual daily average. 1904, 
24.280. S. C. Beckwith. Sp. Ag., N. Y. & Chi. 


Augusta, Chronicle. Only mornin 
1904 average, daily 5, 66 1; Bunday 7,480 ‘ 


IDAHO. 

Boise, Bosnians Contins | News. Daily average 
190k, 8.296; average ry 190 4,580. 
‘Actual circulation March 1, 1905, 4,818, 

ILLINOIS. 

Coe, Bulletin. Daily and 
Pann oy y and Sunday average 

Cairo, Citizen. Daily Average 1904, 1,196. 
wen 1,127, é , 





Champaign. News. First 3 mos. 1905. no issue 
of daily less than 2,800; weekly, 8,800. 


Chieago, Bakers’ Helper, monthly ($2.00). 
Bakers’ Helper Co. Average for 1904 nL 100%00) 


a ago. Breeders’ Gazett — stock farm,week- 
anders rerage 1903, 
67,880; 1904, 67,757. - il 


Chicago. Farmers’ Voice Actual weekly a: 
December 1904, 25,052 rr eal 





age year ending 
Chicago, Grain Dealers Journal. s.mo. Grain 
Dealers 


ompany. Ar. for 1904, 4,926 (@@). 


Chicago. Gregg Writer. monthl: rthand 
and Typewriting. Actual average gy 18,750, 














PRINTERS’ INK. 


Chieago. National Harness Review, mo. av. 
for 1902,5,291. First 8 mos, 1903, 6,250. 


jeago, Record-Herald. Average 1904, daily 


Chi. 
145,761, * Sunday 199.400. Averuge Jan. aud 
Feb., 1905, daily 148.821, 821, Sunday 202,098. 


Kewanee, Star-Courier. Av. for 1904. daily 
8,290, wy. 1,278. _ Daily 18 4st 5 mos, '04, 8,296. 


La Salle, Ray-Promien, Polish, weekly. 

Average 1903, 1.8 

Peoria, Star, evenings ana Sunday morning. 
Actual average for 1904, d'y 21,623, S’y 9,957. 


INDIANA. 

Evaneaville, Courier, daily and 8. Courier Co., 
pub. Act. av. 03, 12,613 (244). Sworn av. vs, 12, 
684. Smith&Thompson, Sp. Rep.,N.Y. Chicago. 

Evaneville. Journal-News. Ar. 1903, d’y 18,- 
852, for 04,14,080, EF. Katz,8. A., N.Y. 

Indianapolis. News, dy. Aver. net sales in 1904, 
72,982. In February, 1905, 78,588. 


Indianapolis, Star. Aver. net sales 1904 (all 
‘urns and unsold copies ded deducted), 38,27 4 (x). 


Marion, Leader, daily. W. B. - acre pub. 
Actual average for year 1904, 5.685. 

Notre Dame. The Ave Maria, Cathoti weekly. 
Actual net average for 194, 2 194, 28,8 


8 Lemna Sun-Telegram. ed av, 1904, dy. 


South Bend. Tribune. Sworn fare 4 e 
1904, 6,589. Sworn m_arerage for Ma 6,984. 


Terre Haute. Star. Av. net sales 1904 (all 
returusand unsold copies deducted), 21.288 (>). 


INDIAN TERRITORY. 


Ardmore, Ardmoreite, daily and weekly. 
Average for 1904, dy., 2,068; wy.. 8.291. 


IOWA. 
Davenport, Democrat and Leader. Largest 
guar. city circu'n. Sworn aver, Mar., 1905, 7,191. 


Davenport. Times. Daily aver. 194, 9.395, 
Daily aver. Feb., 1905, 10.077. Cir. guar. peter 
than all other Davenport dailies combin 


Des Moines. Capital, daily. Lafayette Young 

blisher, Actual average sold 1w4, 86,8388. 

sent circulation over BY.000, 

City circulation guaranteed largest in Des 
Moines. Carries more department store. aie 
tising 7 than all other papers combined. Carries 
more advertising in six issues a week thanany 
competitor in seven. 

Des Moines, News. daily. Actual arerage for 
1904,42.620. B.D. Butler, N. Y. and Chicago. 

Des Moines, Wallace's Farmer, wy. Est. 1879. 
Actual average for 1904, 86.511. 

Museatine. Journal. Daily av. 1904, 5.240, 
tri-weekly 8,089, daily, March. 1905, 5,452. 

Ottumwa. Courier, Daily average for Dec- 
ember, 1904, 5.192. Tri-weekly average for Dec- 
ember, 1904, 7.975. 

Sioux Clty. Journal. Dy. one 1904 (sworn) 
21.784 ov. y ur Dec., 1904, 28,808. Records 
always lore readers in its field than of all 
other daily papers combined, 


Sioux City. Tribune, bune, Evening. Net 
daily, average 1904, 20,678: Mar., ‘1905.28, 702. 


KANSAS. 
Wautchinaon. News. Daily 1904,2,964. E.Katz, 
ye New York. 
ka, \Vestern school Journal, educational 
nthly. Averuge for 1904, 7,808. 


KENTUCKY. 


Harrodsburg, Democrat. Best wy. 
Ky.; best resultstoady. Pr Proven av. ope Bary? 8, O82. 
Lexington. Leader. Av. ’0s. 4.041, - 
6.597, Mur. 06, evg., 4.652, 4.652. E atz, Spec. Agt. 
Louiaville. Evening Post, dy. tvening Post 
Co., pubs. actual avevage for 1903, 26,964, 
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Paducah, News-Democrat. Daily og av. 1903, 
2,904. Yearending Dec. 31, 1904, 8,00 


ata The Sun. Average for , 


905 8,47 
LOUISIANA. 
New Orleans. The Southern Buck, official 
organof Elkdom in La. and Miss. Av, 0h, 4815. 


MAINE. 


Auguata. Comfort,mo. W. H. Gannett, pub. 
Actual average for 1904, 1. 1269,641, 


Bangor. Commercial. Average for 1904, dail 
8,991, weekly 28,887. . _— 


Dover, Piscataquis Observer. 
average 1904, 1,913. 


Lewiston. Evening Journ: Jou daily. Aver. for 
1904, 7,524 (QQ), weekly 17,4 1g, 460 (OO). . 


Ph 4 -y.7 Woods and Woodsman,weekly. 
J. W. Brackett Co. Average for 1904, 3,180. 


Portland. Evening Express. Ar ee Sor 1904, 
daily 12.166, Sunday Telegram, 8,476. 


MARYLAND. 


Bal aegg st News, daily. Even- 
= News Pu wiry Gomoeny. 
Average 194, 58.784. 
Law March, 1905, 64,528. 
AN The ute correctness of the 
TEED latest circulation rating accorded 
the N és guaranteed by the 
pe Ro ublishers OF Bi pbrempee a 
ory, who will pay one huni 
delare to eo Jirst person who successfully con- 
troverts its accuracy. 


MASSACHUSETTS. 


Boston, Globe. Average for 1904, daily, 198,« 
705, Sunday, 298.868. “Largest Circulation 
Daily of any wo cent paper in the United States. 
100,000 more circulation than any other Sunday 
paper in New England.” Advertisements go in 
morning and afternoon editi editions for one price. 


Boaton, Evening Transcript( (412). Boston’s 
tea table paper. —— amount of week-day adv. 


Boston, Post iverage for ‘or 1903, daily. 17%, 
808; for 1904, 211. oth ston Sunda i= 
— Sor 1903, 160,421: for 1904,17%, 

Enola daily circulation Sor 1904 in all eo 
= d, whether morning or evening, or morn- 
Second 
jE Sunday ci Englana, 
pn | rate, 20 cents per agate line, flat, run-of- 

; Sunday rate. 18 cents perline. The best 
Caverlising propositions in New England. 


Actua! daily av. 





Actual weekly 


Boston, Traveler. Est. 1824, 
1902, 78. In 1903, 376.666. For 1904, aver- 
age daily circulation, 31,085 e8. 

keps.: Smith «& Thompson. N.Y. and Chicago. 


North Adama, Transcrivt, even. Daily aver. 
printed 1904, 5,895. Last 3 mos., 1904, 6,166. 


Springfield, Good Housekeeping,mo. <Aver- 
age pj 5 mos. 1905, 208,420. No issue less 
than 200,000, All advert advertisements guaranteed. 


Ph sayy Evening Post Post, daily. Worcester 
‘ost Co. Average for 1904. 1: 1904, 12, 61 
" a te pee ey og & (0). 


At e 1906, 4,78 
United States’ on Roll of It 


MICHIGAN. 


Adrian. Telegram, dy. D.W.Grandon. At for 
1904, cet Aver. for Januc January, 1905,4,84%. 


int, Michigan Daily Journal. Aver. year end. 
on 31, '04,6,512 (x). Av. for Dec 7,282 (4). 


Grand Rapida, Evening Press dy. Arerage 
1904, 44,807. A Average 3 mos. 1905, 45,916. 


Grand Rapida, Herald. Average daily issue 
last six months of” 1904, 28.661. Only mornin 
and only Su nday paper in its field, Grand Ra: 
(pop. 100,000) a Michigan ( pop. 750,000), 


Jaekson, Press and Patriot. Actual daily 
acerape for 1904, 6,605. Av. Mar., 1905, 7,282. 


Kalamazoo. Evening ing 10%e. Last six 
mos. 1904, dy. 9,812, Dee. 86, 8.-0. 9,614, 
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Kalamazoo, Gazette, daily, 1904, 4 $11. 
Dec.11,0387. Largest circulat circulation by 4,500 


Saginaw. Courier-Herald, daily, Sunday 
Average 1904, 10,288; Febru February, 1905, 11,040. 


Saginaw. Evening 1g News, d daily. oe Sor 
9904,14,816. March, 1905,15,26 


MINNESOTA. 


Tes Svenska Amerikanska Posten. 

wan J. Turnblad, pub. 1904, 52,068. 

Minneupolis Tribune. W. J. Murphy, pub. 
Est. 1867. Oldest Minneapolis daily. 194, 
daily average, 37,9293 last quarter of 
1904 was 9R.Bee t' WY png ae | 

r ary, 4 
aa Reick, 92. SBe. Sunday ae 
March, 72.516. 


CIRCULAT'N | She Evening Tribune is guar- 
eed to have a larger _circula- 
tion than any other Minne 


olis gt alee Fr at 


GUAR tion. delivery of 
AN th? daily Tribune in Mmueap- 
olis is many thousands greater 


TEED than that of any other news- 

? paper. eity circulation 

by Am. News. alune exceeds 1.00 dauly. ee 

. Tribune is the reevgnize 

Or oe w Diree Want Ad paper of Minne- 
apetia. 


Pepepennctis. Farmers’ Tribune, twice a-week. 
Murphy, pub. Aver, for 1904, — $14. 


Minneapolis, Farm, Stock and mm semi- 
monthly. ae 1903, 78,854. Actual 
average 1904, 79,75 

stantate accuracy of Farm, 

Stock & Home’s circulation rating 

is guaranteed by the American 

New: ly eongmed to the fa tion is 

es) icully conjined to armers 

Minn the Dakotas, Western 
‘isconsin and Northern Iowa. Use 
it to reach section most profitably. 





Pn ay ey Journal. daily. Journal Print- 
ing Co. Aver. for 1903, 57.0 55 1904, 64.8838 ; 

January, 1905,67.598. Feb., 1905, 67,868. 
The sheckade ‘aipurame of the 
Journal’s circulation ratings is 
guaranteed by the American News- 
paper Directory. It reaches a 
greater number of the purchasing 
gaa classes and goes into more homes 
thax any — in its jield. It 

brings result: 


8t. Pasi. oe dy. Aver. 1904, 58.086. 
January, 69.501. ST. PAUL'S LEAD- 
ING NRW SPAPER. W'y aver. 194, 78,951. 

St. Paul. News, daily. Actual average for 
1904.86,204. B.D. Butler,N. Y. and Chicago. 


t. Paul. Pioneer-Press. Daily average for 
sos 85.090, Sunday 80.484. 


&t. Paul. The Farmer, s.-mo. te, 35e. per 
line, with rem Circulation for year ending 
Dec., 1904, 88,48 


&t. Paul, Volkezeitung. Actual arerage 1904 
dy. 12,685, wy. 28,687, Sonntagsblatt 28,640. 
MISSOURI. 

Clinton. Republican. W’y ar. last 6 mos. 1904. 
8,840, D’y. est Apr.,’04; ar. last 6 mos.’04, 800, 

gr, Globe, daily, a Average 1904, 12.046. 

Katz, Special Agen N.Y. 

Kaneae City, Journal, d'yard w’y. Average 
for 1904, daily 64,114. weekly 199,890. 

Kaneae City. World. daily. Actual arerage 
for 1904, 61,478. B. D. Butler, N, Y. & Chicago. 


St. Joseph, News and Vress. Act. daily aver. 
Sor 1904, 85,057. Smith & Thompson, Hust. Rep 





&t. Loul«, National Druggist. mo. 
Strong, Editor and Publisher. Average for 1904, 
8,080 (© ©). astern office. 59 Maiden Lane. 


&t. Louis. National Farmer and Stock Grower, 
monthly. Average for 1902, 68.5838: average for 
1908, 106,625; average for 1904, 104,750. 


Henry R. 





PRINTERS’ INK. 


8t. Louis. The Woman's ¥ 
Women and home. Lewis Pub. 
age for i#3, 1,845,511. Actual proven aver- 
age for ¢ 12 months 1. yi — Every issue 
guaran to 1,6 0 copies—full 
count. Largest circul rz ae 2 

the world, 


in 
MONTANA. 
Butte. American Labor Union Journal, week- 
ly. Average 1903, 20,549 general circulation, 
NEBRASKA. 
Lineoln, Daily Star, evening 
and Sunday morning. Actual 
GUAR P’ average for 1904, 15,289. For 
te ED March, 1905, 16,862. Only Ne- 
braska paper that has the Guur- 
antee Star. 
Lincoin, Deutsch-Amerikan Farmer, weekly. 
Average year ending Janiuai g January, 1905, 146,367. 
Lineoln, Freie Press, week weekly. fetal average 
for year ending January, 1905, 149,28 
Lincoln, Journal and News. ae average 
1904, 26,888; February average 28,055. 
Omaha, Den Danske Pioneer, wy. Sophus F. 
Neble Pub. Co. Average for 1904, 81.628. 


Omaha, News. daily. Actual average for 1904, 
41,759. B.D. Butler, New York and Chicago. 
NEW HAMPSHIRE. 
Nashua, Telegraph, dy. a BS t%. F aaa aver. 
10 M08, ’04, 2,870; October, 04, 8,1 


NEW J a. 
Camden, Daily Courier. Est. 1976. Net aver. 
circulation for 4 mos. end, Dec, 31, 1904, 8,687, 


ine, any. 
Proven a 








Clayton, Reporter, weekly. A. -" Jenkins, 
Pub. Actual average for 1904, 2,41 
Jeraey City. Evening Journal. gn nerage Jor 


1904,21,106. First 3 mos. 1905, 22,6 


Newark.Evening News. yal » Pub. 
Co. Av. for March, 1905,61,405. 

Newmarket, Advertise:s’ Guide, mo. Stanley 
Day, publisher. Average for 1904, 5,062. 


Washington, Star. wy. Sworn av. 03, 8,759. 


Sworn aver. ’04, 8.981. More actual subs. than 
any jive other Wurren Co, papers. 


NEW YORK. 
Albany, Journal, oeieg. Journal Co. Daily 
average or 1904, 18.2 


Albany. Times-Union. every evening. Est. 1856. 
Av, for 194, 80,487 ; Jan. und Feb., ‘5, 82,945, 


Batavia, News, evening. Average 1903, 


6.487. Average 1904, 6,757. 


Buffalo, Courier, morn. Av. 1904, Sunday 79,« 
882; duily 50,940; Enquirer, even., 82.702. 


Py see Evening News. Daily average 1904, 
Catekill, Recorder, ‘weekly. Harry Rory jee 
tor. 1904 av., 8,636. . December, & 


Cortinnd, Democrat, Fridays. Fst. 1840. Aver. 
1904, 2,296. Only Dem. paper in county. 


ee evening. Average, 1904, 
6.288. Fire quarter 1965, 6,428, 


hii. hiiehed 





Ly 821. Chas. H. 
Betts, po Fm and prop. C Circulation 1903, 2821. 


Mount Vernon, ‘Daily . Argus. Averaye ran, 
2,918. Westchester County’s leading puper 


Newburgh, News. daily. fn. Sor 1904, 4.722, 
8,000 more t! nall other Newb'gh paperscomobined. 


New York —. 
aes mee oF weekly 
average for 52 issues, 1904, 9. 4 m4 Onl 

Military paper awarded ** Goi “Gold Marks (o9 “J 
Baker’s Review monthly. W. RK. Gregory Co., 

publishers. Actual a average for 1904, 4,900. 
Benziger’s magazine, fam: family month! a 

ziger Brothers, Arerage for 1904,87,0' 025, pr 

ent circulation, 50,000 
Clipper, weekly (Theatrical), 

Pub. Co,, Ltd. Aver. 


Frank 
r. Sor 1904, 25,662 (© 








PRINTERS’ INK. 


Fl Comercio, mo. Spanish export. J. Shep 
“a Co. Average for 1904, 7,292. 
berdasher, mo., > 1881. Actual arerage od 
ne 7.000. Binder vit and Post 


receipts distributed mon y to advertisers. 


Hardware Dealers’ M ine, monthly 
= ~ ave: Coe 506 (© =: 
ALL 253 Broadwa 


Leslie’s Woekty. — aver. year end. Aug , 
1904, 69,077 (%). Pres. av. over 75.000 weekly. 


Leslie’s Monthly Magazine, New York. Arerage 
circulation for the past 12 months, 248.946. 
Present average circulation 806, 169. 


Music Trade Review. music trade and art week- 
. Average for 1904, 5.509. 
National Provisioner. weekly. Packing houses, 
butchers, cotton seed oil, etc. 1904 av. cir. 6,801. 


Pocket - of Railroad Officials. qly. Railr'd 
&Transp. Av. 1903, 17.992; 1904, 19,547. 


The People’s Home Journal, 525.166 monthly, 

Good Literature, 452.888 monthly, average cir- 
culations for 1904—all to paid-in-advance sub- 
scribers. M. Lupton. lisher. 


Printers’ Ink, a journal 
for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1903, 
11,001. Actual weekly 
average for 1904, 14,« 
918. Actual gain over 
1903, 8,917. 


The Wall Street Journal. Dow. Jones & Co. 
publishers. Daly average /904, 11,085. 


The World. Actual aver. for 1904, Morn., 302,- 
885, Evening, 879.785. Sunday, 488,484. 
Roehester. Case and Comment, mo. Law. Av. 
Sor 1904, 8V,000 ; 5 years’ average, 80.1085. 
Seheneetady, Gazette. daily. A. N. Liec ‘da 
Actual average for 1903, 11.628, 1904, 12.574. 


Syracuse, Evening Herald. daily. Herald Co. 
pub. Aver. 1904, daily 85.648, Sunday $9,161. 


Utiea. National fpgeentent Contractor, mo. 
Average for 1904, 2,625. 

Utiea. Press. daily. 7) A. Meyer, publisher. 
Average for 1904, 14,879, 


NORTH CAROLINA. 
Charlotte. Observer. North Carolina's fore- 
newspaper. Actual daily wre — 6,148; 
Sunday, 3408, ee ni-weekly, 4,4 
ath Biblical Recorder. went Average 
8.872. Average 194, 9.756 


NORTH DAKOTA. 


ened For Herald, dy. av. for yr. end. Feb.. 
we 6.096 Will guar. 6. ‘000 for yr..N. Dakota’s 
BIGGEST DAILY. La Coste & Maxwell, N.Y. Rep. 


=" 

Akron. Beacon Average year ending 
March, 7905, to 1oy, my 'Y.. 623 Temple Cvurt. 

Cleveland, Plain Dealer. Est. 1841. Actual 
daily a 1904, 79,460: Sunday 68,198. 
Mar,, 1905, 80,601 daily; Sunday, 70,520. 

bedine geen mg Court House. Fayette Co. 

rd, weekly. Actual average 1904, 1,710. 

Youngstown. Vindicator. D’y av.'04,.12,020. 

LaCoste & Maxwell, N Y. & Chicago, 
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Zaneaville. Signal, daily, reaches 8. E. Ohio. 
Guarantees 5,000. Average for 1904, 5,170, 


Zaneaville, ‘times-Recorder. Sworn average 
1905.10.855. Guaranteed double nearest com- 
petitor and 50% in excess combined competitors. 


OKLAHOMA. 
Guthrie. Yor Farmer, weekly. Actual 
average 1904, $8,898 
Guthrie, Oklahoma, Senne Capital, dy. and 
Aver. for 1904, daily 20.542; weekly 27.459. 
N. M. Sheffield, N. Y. and Chicago, Sp. Rep. 


Oklahoma City, The Oklahoman. /90éarer., 
8,104; March, '05,10,704. E. Katz, Agent, N.Y. 


OREGON. 


Portland. Oregon Daily Journal. Actual aver- 
age for*March, 20,054; actual aver age during 
1904, 15,204, 


PENNSYLVANIA. 


Cheater. Times, ev’g d’y. Average 904, 7.929. 


N. Y. office, 220 B’way. F R. Northrup, "Mer. 


Erie, People. weekly. Aug. Klenke, Mer. 
Average 1903, 8,088. - 


Erle. Times, daily. Aver. for 1904, 14,257. 


Mar., 1905,15,165, E. Katz. Sp. Ag., N. ¥ 


Boevisborn, Telegraph. Dy. sworn av. Dec.’04, 
11,726. Largest ciren. in Harrisburg guar Pd. 


Philadelphia, American Medicine. wy. Av. 
for 1902, 19.827. Av, March March 1903, 16,827. 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual cir- 
culation of THE BULLETIN for each day in the 
month of March, 1905: 








Total for 27 days, 6.082,520 copies. 
NET AVERAGE FOR MARCH, 


225,218 copies per day 


The BULLETIN’s circulation figures are net; all 
damaged, unsold, free and returned copies have 
been omitted. 

Wu. L. McLean, Publisher. 

PHILADELPHIA, April, 4th, 1905. 


Philadelphia, Faria Journal, monthly. Wil- 
mer Cog w  emneney,  . blishers. Average 





=s o- “y 58 ay. 3’ Ink atwa: the 
Fong to Farin Journal with this 
[ption : 
* swarded June 26t) 
* Printers’ inks hae le 
* Schoolmaster’ in the art o 
oe « “Advertising to the it of 
= lournai After a canvass’ug 
ey nog so paper. avon all 
0) a r, amoug a 
hone ‘published tithe Onl i Unite States, has be 
“ pF the one best serves aioe oad 
“as an edi ” Sor the ltu- 
* lation, and as an aeaicand econom: 
“cal medium for communicating with them 
“through its advertising columns.” 
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Philadelphia, German Daily Gazette 
circulation 1904, datly 49, 088. Sunday 87, 498. 
Sworn statement. Cir. books open. 


Philadelphia, The Grocery World. Actual 
averuge for 1904, 11, tee, 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


March Circulation 


The following statement shows the actual cir- 
culation of THE EVENING TELEGRAPH for each 
day in the month of March, 1905: 











1 17 
Ds apes 
ie _ a 
ass 20... 
us _ 
Sie 22 
Tein 23 
8... 24 
9.. 25 
10... 26 
.. 27. 
12 5] 
13 29. 
14 30 
9 a 31 
147, — 
Total NSS SENT ROME TIE 4,011,157 


NET AVERAGE FOR MARCH 


148,561 copies per day 


BARCLAY 8. + en President 


TENNESSEE. 
Pay Crabtree’ 's Weekly Press. Aver 
and D . 47,044 (4%). 


Knoxville. Sentinel. Av.’04,11,482. Led near- 
est cumpetitor 11,000 in advert’ng. ‘04, 6 days vs. 7. 





Memphis, Saath ger ercial Appeal, daily, Sunday 
weekly. Average 190 ily 88.965, Sunday 
47.002, weekly 86. ado, (964), Smith & Thomp- 
son, Represenatives N. Y. & Chicago. 
Nashville. Banner, daily. Aver. for year 1903, 
~%72; for 194, 20.708. Only Nashville 
daily eligible to Roil of Honor. 


TEXAS. 


Denton. Record and Casentone. Daily av. 
1904, $1 Weekly av., 2,775 he daily and 
weekly reach nearly 80 per ‘cent of the tax paying 
Samilies of Denton county. 


- Dy. av. 1904, 4,211; 
1904,4.485. Merchants’ canvass showed ee hela 
in 80 per cent of El Paso homes. Only El Paso 
daily paper eligible to Roll of Houor. 

Paris, Advocate, dy. W.N. Furey, pub. <Act- 
wail average, 1903, 1,827; 1904, 1,881. 


VERMONT. 
s Barre. Times, daily. F. E. Langley. Aver. 1904, 


El Paso. Herald 


Burlington, Daily News, evening. Actual 
me fm “¥ 194, G.018 ; last 6 ata 
last 3 mos., 7,024 ; last month, 7,847. 


VIRGINIA. 


Richmond, News Leader, afternoons. Actual 
daily average 1904, 28.75 (see American News- 





Philadelphia, April 5. 1 


Philadelphia, Press. aly average year end 
ing Dec. 31, 1904, 118.242 net copies sold. 


Philadelphia. Sunday School wy weekly. 
Average for 1904, 92.5 18. Send for rates to 
The Religious Press A iati Phi 

Ph tg Labor World, wy. Ar. 1908 22,» 

Reaches best paid class of workmen “Inu 
sei Evening Chronicle. Official county 
organ. Daily average 194, oe v. 

Weat Chester, Locai News. daily. 

yon Average for a 15,168. 

Williame«port. Grit. America’s Greatest 
Weekly. — average 1904, 198.758. Smith 
& Thompson, heps., New York ‘and age a 

York, Dispatch, daily. A Sor 1904, 
8,974. Enters two-thirds of Y rk 


RHODE ISLAND. 


Pawtueket, Evening Times. <Average.daily 
for 1904, 16,850 sworn. 


Previdenee, Journal, 17.290 (@©0). 
Sunday,20. 486 (©). Evening Bulletin 87, 886 
@veraye 1904. Providence = Co., pubs 


Weaterly, fun. Geo. H b. Avera 
1904, 4,480. Ouly daily in Ba Rhode Island. 


SOUTH CAROLINA. 


Oharleaston, Evening Post. Actual dy. aver. 
for first 3 months 1905 4,110. 





WwW. a 





Columbia, State, Actual average for 1904, 


1,62 issue; semi-weekly 
2.251, Sunday 9 GO). Act ct. aver. for last 
six months of 1904. daily 5626; Sunday 9,912. 
&@™ The absolute correctness of the latest 
circulation rating accorded 
the Columbia State is guar- 
anteed by the publishers of 
the American Newspaper Di- 
rectory, who will pay one 
hundred dollars to the first 
person who successfully controverts its 
accuracy. 


UA 
tg: 
TEED 





paper Directory). It has vo l in pulling 
power between vashington and Silanta. - 
Rich d. Times-Dispatch, morning, ual 
daily average year ending Dec.. eer. 
Hig rice circulation with Tint 
oy ion. In ninety per cent of ) 7 
The State paper. 
WASHINGTON. 


Seattle, Times. Actual arer. circulation Oct. 
Nov. and Dec., 1904, 37.090 daily, 45,450 Sun- 
day. By far largest daily an daily and Sunday in State. 

Tacoma, Ledger. Dy. ar. Dy. av. 1904, 14,8643 Sy., 
18.475: wy., 9.524. Aver. 4mos., ending Jan. 
31, 195, Daily, 14,696, Sunday, 19,818. 


WEST VIRGINIA. 


Parkersburg. Sentinel, dail; Mena, 7” E. Hornor, 
pub. Average for 1904, 2,820 (1054 


Lab meron News. Daily paid poe 9.70%. 
Sunda ‘circu'n 10,82 For 42 months up 
to Ap ah Guarantees a paid circulation 


equal to Gis other two Wheeling papers combined. 


WISCONSIN. 


La Crosse, Leader-Press evening. Actual 
mt. 1904, 6,879, Average Dec., 1904, 6,588. 


hwo. Evening Wisconsin, d’y., Av.1904, 
26.201; February, 1905, 1905, 27.814 (@6). 


ion Journal, daily daily. Journal Co., ye. 
Yr., end. Dec., 1904,87,170 Mar., 1905, 88,8 


Oshkosh, Northwestern. daii: ponent 
1904, 7,281. Decenber. 19h, 7,486, 


Wisconsin Agricuitarist. Poses, 





Wisconsin n paper whose circula- 
tion 18 guaranteed by the Amerl 
toan Ne per Directory. Actua 

average for 1903,88,181: for 1908 


87,254; hak x larch 30, 
1905, 38, ay’ Y. Office, Temple 
rt. Richardson, gr. 
WYOMING. 
Chepeee Tribune. Actual daily average for 
1904, 8,986. 


Rock Springs, Independent. Weekly average 
Sor 193,1,055. First eight months 1904, 1,582. 
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BRITISH Dag agg gre 
Vancouver, Provin y. W.C. Nicho 
blisher. fowoge for 71904, 426; average ie 
arch, 1995, 8,578 


Victoria. Colonist. daily. Colonist P. & P. Co. 
Average for 1903,8,695; June, 1904, 4,808. 
MANITOBA. CAN. 


Winnipeg. Der Nordwesten, Western Canada’s 
German bewspaper, covers the entire German 
spvaking populution—its exclusive field. Aver- 
age for. 12 months ending June 30, 1904, 10,798. 


Winnipeg, Free Press, daily and weekly. Av- 


ersge for 14, daily, 25.698; weekly, 15,801. 
Tike Marche taeee es 


NEW BRUNSWICK, CAN. 


&t. John. Star. Actual =. oe Sor 
October, November, December, 1904, 6,091. 


NOVA SCOTIA, CAN. 


Walifax. Herald (Q©©) and Evening Mail. 
Sworn circulation exceeds 16,000. Flat rate. 


ONTARIO, CAN. 


Toronto. Canadian Implement and Vehicle’ 
Trade, monthly. Average for 1904, 6,000. 





Toronto, Evening Telegram. Daily, aver. 
1904,81,884. Perry Lukens, Jr., N.Y. epr. 


Toronto. Star, daily. Sworn average cir- 
culation for March 1905. 89,021. Largest cir- 
culation of any evening paper published in 


io. 


Toronto, The News. Average for four months 
ending February 28, 1905,8%.711 daily. Certified 
by The Advertisers Bureau of Circulation Ex- 
aminations. The largest circulution of any 
evening paper published in Ontario. 


QUEBEC, CAN. 


Montreal, Herald, daily. Est. 1808. Actual 
aver. daily 1904, 28,850 ; weekly, 18,886. 


Montreal. Journal of Agriculture and Horti- 
culture. Semi-mouthly, Average 1904, 61,427. 


Montreal. La Presse. La Presse Pub. Co., 
Lta., publishers. Actual average 1904. daily, 
80,259; Av. Mar., 05, 95,826. Sat., 118,892, 


Montreal. Le Canada._ ‘Actual average 1904— 
daily, 19,287; weekly, 18.757. 


utreal, Star,dvy.&wy. Graham &Co. Av. 
for 08, dy. 55,127. wy. 122,269. Av. for 1904, 
56. 9295, wy. 120, 2 240, 





©O) GOLD MARK PAPERSO@ 





(OO) Advertisers value these openers more for the class and quality of their circulation than for 


tbe mere number of copies print 
the sign ©.— Webster’s Dictionary. 


Among the old chemists go 


d was symbolically represented by 


Out of a grand total of 23,265 publications listed in the 1904 issue of Rowell’s American Newspa- 


per Directory. one hundred and nine are distin 


ished from all the others by the so-called gold 


marks (© ©), the meaning of which is explained above 
Announcements urder this classification, from publications having the gold marks in the 
Directory, cost 20 cents per line pad week, two lines (the smallest advertisement accepted) cost 


$20.80 for a full year, 10 per cent 


iscount, or $18.72 per year spot cash. if paid wholly in advance. 





WASHINGTON, D. C. 


THE EVENING STAR (QO), Washington, D C. 
Reaches 9¢ of the Washington homes. 





ILLINOIS. 
TRIBUNE (@0). Only paper in Chicago re- 
ceiving this mark, because TRIBUNE ads bring 
satisfactory results. 


BAKERS’ HELPER, ‘@ ©), Chicago, only “Gold 
Mark” baking journal. Oldest, largest. best 
known. Subscribers in every State and Territory, 


MASSACHUSETTS. 
BOSTON PILOT (Go. every Sueartr. Rowen 
Catholic. Patrick M. Donahoe, manager. 


Lae EVENING TRANSCRIPT (©O), estab- 
lished 1830. The only gold inark daiiy in Boston. 
MICHIGAN. 


Grand Rapids. Furniture Record (©). Only 
national paper in its field 


MINNESOTA, 


TSENORTHWESTERN MILLER 


per year. Covers 
rade yp 5 ~ over Fr the world. The 
ml - old ork milling journa! (©). 





NEW YORK, 


ENGINEERING NEWS (@©).—A periodical of 
the highest character.—Times, Troy, 


THE POST EXPRESS (©©). Rochester, N. Y. 
Best advertising medium in this section. 


VOGUE (©®6), the authority on fashions. Ten 
cents a copy; $4a year. 364 5th Ave., New York. 


HARDWARE DEALERS’ MAGAZINE, 
In 1904, average issue, 17,500 (@®). 
<. ikTT, Pub., 253 Broadway, N. Y. 


NEW YORK HERALD (©©). Whoever men- 
tions America’s leadin pnewepepers mentions 
the New York HERALD 6 





ELECTRICAL WORLD AND ENGINEER (© ©), 
established 1874; covers foreign and domestic 
electrical purchasers; largest weekly circulation. 


BUFFALO COMMERCIAL (@ Desirable 
because it always produces satis: wm. results, 


THE NEW YORK TIMES (© ©), Times Square, 
with “All the news that’s fit to print,” has greatly 
increased in advertising and circulation since 
entering its new home. More than 100,000 copies 
pon bg the Metropolitan District ; a quantity of 
quality. 
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CENTURY MAGAZINE (© ©). There area few 
pocese | in every community who know more 
all the others. These people the 


CENTURY MAGAZINE. 
NEW oan Tans ee (© ©). -_ and Sun- 


day. Establi nservative, clean 
and up-to-date or, y whose readers repre- 
sent inteilect and purchasing power toa ‘h- 
grade advertiser. 

OIG. 


CINCINNATI | pee lag a coo Best ‘ad Great—influ- 
ential—of world- fame advertising 
medium in etn Middle West. Rates anda 
information supplied by Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 

THE PITTSBURG DISPATCH (©©), a home 
delivered yy aged among those of all classes 
with money to buy. 

THE PUBLIC LEDGER (OO), the ONLY news- 
oe any admitted into thousands of Philadelphia 

*Philadelphia’s landmarks: Independ- 
ence Hall and Public ic Ledger.”’ Circulation grow- 
ing faster than for 50 years; leader in Financial 
Kducatio’ k, Estate. ss. and all 
other classified advertising that coun 


SOUTH CAROLINA. 
THE STATE (@0), Columbia, 8. C., reaches 
every part of South Carolina. 


VIRGINIA. 

NORFOLK LANDMARK (© ©)the recognized 
medium in its territory for investors and buy- 
ers. Holds certiticate from the Association of 
American Advertisers of bona fide circulation. 
If you are interested, ask to see voluntary let- 
ters from advertisers who have gotten splendid 
results from LANDMARK. 


WISCONSIN. 


THE MILWAUKEK EVENING WISCONSIN 
(@©), one of the Golden Dozen Newspapers. 


CANADA. 


THE HALIFAX HERALD (© ©) and the EVEN- 
ING MaIL. Circulation exceeds 16,000, fiat rate. 


THE TORONTO GLOBE (co) 


eee es cnotien than any other moraine 

rin Canada, U.S. a. — 
CREE, Tribune Bidg., N. ¥.; Boyce Bldg. 
cago. 


> 


HOW TO INCREASE THE WANT 
COLUMN. 


By George Richard Gould. 


Innumerable schemes have been used 
in building up the want ad department 
of newspapers of the country, in the 
way of various premiums given to ad- 
vertisers, but the most effectual one 
that has come under the author’s notice 
in increasing this profitable end of the 
advertising business is ‘the advertis- 
ing suggestion. 

This little business getter is in the 
shape of a small sheet of paper about 
three by six inches in size, and which 
easily s‘ips into an envelope, without 
folding. 

At the top of the paper is printed: 
“An 2 eae suggestion from,” and 
then follows the name of the news- 
paper with its ye any A blank space 
of about four inches is left unprinted. 
and at the bottom of the sheet of paper 
is printed: “‘We would like to run the 
above ad in (give name of paper) cir- 








culation for days for —— 
cents, 

A terse convincing advertising 
thought that would appeal 
vertiser might be added. 

Select a few of the best newspapers 
that you have on your exchange list, 
that print a number of want and 


to the ad- 
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each day in a systematic manner clip 
out the desirable want ads printed in 
the exchanges that in your opinion 
would secure results in oy? paper, 
paste them in the midd e of the ‘“‘ad- 
Neer | a count the num- 

ber of lines in the ad and in the places 
at the bottom of the sheet fill in the 
proper place the price of the ad giving 
the number of insertions that you 
would print for the amount of money 
named. 

When a few of these ads have been 
clipped, mail them to the address men- 
tioned in the signature of the ad. 

*Make it a practice of mailing some 
of these suggestions every few days. 

The first test of the little suggestion 
with the author was a most interesting 
one. Within two weeks time probably 
seventy-five ads were ava ed from ex- 
changes, a list to whom the suggestion 
was sent to was also kept, and within 
a few days perhaps ten answers were 
received, some inquiring the price of 
running larger ads. Soon more sug- 
gestions were mailed and within a 
month’s time, according to a memoran- 
dum kept of the expense of time, post- 
age and printing, a profit of several 
dollars was realized which would not 
have becn obtained without the little 
suggestion, 

he sending of a sing'e suggestion 
to a Western firm brought a return of 
a want ad which first amounted to only 
a few cents but which eventually grew 
until they became a regular patron ot 
the paper. 


—\!_+o>—___—_—_ 
NOTES. 


To mark the adaption of Ingalls Kim- 
ball’s “Cheltennam”’ type to = lino- 
type, an essay on ‘The Birth of 
Cheltenham” has been published by the 
Mergenthaler Linotype Company, New 
York and Chicago. 


“Or Value to Users of Half-tones” 
is a booklet from the Snyder Company, 
engravers, Chicago, showing different 
sizes of half-tone screen and the various 
styles of plate for printing on papers of 
different surfaces, 


Two very thick piece: we of pulp-board, 
bound together with a cover that gives 
them the appearance of a small thick 
book, make a mail novelty that looks 
weighty enough to be opened when re- 
ceived, and which contains only a_ few 


lines ‘of advertisi argument. It is 
ee out by the “Philadelphia Public 
edger, 


Piatn pica type on paper of a good 
sturdy yellow make a combination in 
yellow and black that are a relief from 
plain black pica type on white paper, 
and as clean-cut in effect. A booklet 
on “Die Castings’ from the H. H. 
Franklin Mfg. Co., Syracuse, N. 
is an excellent example of this style 
of literature. 


A NEw brochure about Antiphlogis- 
tine the product of the Denver Chemi- 
cal Mfg. Co., New York, indicated uses 
of this ‘well known dressing in depleting 
inflamed areas. Colored plates show 





modes of application. The booklet is 
intended for physicians, and is an 
excellent combination of advertising 


value with regard for medical ethics. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading, from papers of the 
requisite grade and class, cost twenty cents per line per week. 
Under a YEARLY contract, two lines (the smallest advertisement 
accepted) cost $20.80 for a full year, ten per cent discount, or 
$18.72 spot cash, if paid wholly in advance. 





CALIFORNIA. 
eee E Tres prints more “Want” and otherclas- 
sified Ky ypey nt nn os — oe 
wspay 0s Angeles combin: 1s the 
eaten for th the exc e of commercial intelli- 
gence throughout the whole Southwest. 
Rate—ONE CENT 4 WORD FOR EACH INSERTION; 
minimum charge 25 cents. Sworn daily average 
for year 1904, 37,702 copies. Sunday circulation 
regularly exceeds 61,000 copies. 


ag ses Sad 
ee , RECORD covers fleld of 50,000 
ae 3 ‘working people are skilled 
mechanics, Classified rate, sas a word a day, 
five cents a word a week. “Agents Wanted,’ 
etc., half cent a word a day. 


COLORADO. 
HE Denver Post. Sunday edition, April 23, 
1905, contained 5,556 different classified ads, 
a total of 1147-10 columns. The Post is the big 
Want medium of the Rocky Mountain region. 
The rate for Want advertising in the lost _ is 5c. 
per line each insertion, seven words to the line. 


DELAWARE. 
Wars people use the EVENING JouR- 
for “Want ads.” Foreign advertisers 
can safely follow the home example. 
N Delaware the only dail paver that qe. 
I antees circulation Tg Eve Evening. 


ry 
Serie, aare classified advertising than all the 
other i papers 








DISTRICT OF COLUMBIA. 
TS" EVENING and Sunpay Star, Washington 
(©©), carries DOUBLE the number o 
WANT ie of any other paper. Rate ic. a word 


ILLINOIS. 


EORIA (Tll.) JoURNAL reaches over 13.000 of 
the prosperous people of — Illinois. 
Rate, one cent per word each issu 


HE CHICAGO nom. Y NEWS is the city’s 
‘‘want-ad” directory and one of the t- 

est “want-ad” mediums of the country. It has 
no Sunday issue, but is | es | every evening 
except Sundays ong B aoe 4 my the i 
5 ry 


to the DAILY Nxws' office Lf 
| iH telephones are used exclusively 
reception of such ads from nearly rug store 
agencies and from thousands of individual cus- 
tomers et gr A Chicago and its ad, joining 
territo: These advertisements are, he 
convenience of the 


telephone. 
for the 


re 
want-ads” are published. The Damy News 
rigidly all advertising. 
The value = the classified columns of the DAILY 
News to the advertisers is shown by the very 
rapid Guu of this kind of advertising in the 
paper. Duri toe whe year 190% it increased 133 col- 

umns over | notwithstanding an increase in 
—s rate; in 1904 it increases 314 columns 

, Oran average of a column a day. 

ieasty everybody who reads the English lan- 
po in, around or about Chicago reads the 
x News,” says the Post-ofice Review. 








INDIANA. 
T= ae sntteneneite NEws crag ¢ the | ronal 1904 
125,207 m advertise- 


ments aan all other dailies of indianapolis 
combined, prin ~~ of 273,730 separate 
paid Want ads d ng that time. 


™ Muncie Stak is the recognized Want ad 

medium of Muncie. It prints tour times as 
much classified advertising daily as all other 
Muncie dailies combined. 


HE MARION LEADER is recognized as the best 
result getter for want - 


rPHE Star I 

STAR, Muncie ‘Srar and tad Haute STAR; 
general offices, Indianapolis. Rate in each, one 
neat per word; combined rate, two cents per 
wo. 


HE Terre Haute Stak carries more Want ads 
than any other Terre Haute paper. Rate, 
one cent per word. 


HE Indianapolis Stak is the Want ad medium 

of Indianapolis. it printed during the 

year of 1904 591.313 lines of Wantads. During 
the month of December the Stak printed 17.335 

lines of classified financial advertising. This is is 

4.275 lines more than published by any other In- 

Ganepolie 7. eee 2 for — —_ ri The 


of Indi Ne 





mber, aS oy lines; the 
Bentinet 4 ose lines, an the Sun 26% 630 lin The 
Ind: ianapolis STAR accepts no classified ad adve rtis- 


fms free. The rate is one cent per word. 


IOWA. 
(PHE Des Moines CAPITAL fru 
Daeg in the c 
any daily new: r. 
oflows. te ome cent a word. By the month, 
#1 | I and line. It is en six evenings a week. 
urday the big day. 


MAINE, 


HE EVENING EXpREss carries more Want ads 
than all other Portiand dailies combined. 


MARYLAND. 
‘I. HE Baltimore News carries more Want Ads 
than any other Bajtimore daily. It is the 
recognized Want Ad medium ot timore. 
2 5 CENTS for 30 words, 5 days. DAILy ENTER. 
PRISE, Brockton, Mass., oe — page 
Wantads Circulation exceeds 10 


Ty; BosTon EVENING ces is the at 

resort guide for New Englanders. ‘lhey 
expect to find all good places listed in its adver- 
tising columns, 


BE BO8TON TRAVELER publishes more Want 

advertising than any other exclusively even- 
ing paper in its field,and every advertisement 
is paid for at the established rates. 


OSTON GLOnE, daily and Sunday, in 1904, 
carried 141,353 more “Want” ads than an 
other Boston paver. It printed a total of 417, 
classified advertisements, and every one of them 
was paid for at the regular card rate, and there 
were no trades, deals or discounts. 


MICHIGAN. 


arantees the larg- 
of Des Moines of 
It is the want ad medium 








MASSACHUSETTS, 


AGINAW CouriER-HERALD (daily), only Sun- 
day paper; result yetter; circulation in ex- 
cess of 11,000; 1c. word; 4c. subsequent. 
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MINNESOTA, 
T HE Minneapolis JoURNAL carried over fifty-six 
1905, 


5 any other Minneapo y- 
Wants and no objectionable Wants. Circulation 
1993, 57,039; 1904, ; January, 1905, 67,598; Feb- 
ruary, 1905, 67,363. 

Ts MINNEAPOLIS TRIBUNE is the recognized 
Want ad d of Mi lis and 


Pp has 
been for many years. It is the oldest Minne- 
apolis daily and has over 92,000 subscribers, 
which is 25,000 each day over and above any 
other Minneapolis daily. its evening edition 
alone has a larger circulati n Mi lis, b; 
many thousands, than any other evening paper. 
ft publishes over 80 col of Want advertise- 
ments every week at full price (average of two 
pages a day), no free ads; price covers both 
morning and evening issues. No other Min- 
neapolis daily carries anywhere near the num- 
ber of id Wanted advertisements or the 
amount in volume. 


(THE St. PavL DISPATCH is the leading “Want” 

medium in the Northwest, read aad reiied 
upon by everybody in its city and territory; 
more paid circulation than the other St. Paul 
dailies combined; brings replies at smallest cost, 
Circulation 1904—58,036; now 59,501. 


MISSOUKI. 


TS Joplin GLOBE carries more Want ads 
than all other papers in Southwest Missouri 
i Une centa 











combined, because it gives results. 
word, Minimum, lic. 


PRE Kansas City JOURNAL (every morning 
including Sunday), one of the recognized 
Want ad mediums of the United States; 21 to 36 
columns paid Wants Sundsy;7 to 10 columns 
daily. Kate, 1 cent a word. 


MONTANA. 
T]HE Anaconda STANDARD is Montana’s great 


“Want Ad” medium; ic.a word. Average 
circulation (1904), 11,359 ; Sunday, 13,756. 


NEBRASKA. 
INCOLN JouRNAL AND NEws, combined cir- 
culation over 27,000. Cent a word. 


HE L‘ncoln DaILy Stak, the best ‘Want Ad” 
me jium at Nebraska’s capital, Guaranteed 
circulation exceeds 16,000 daily. Rates, 1 cent 
Sunday Want ads receive extra in- 





per woi 
sertion in Saturaay afternoon edition if copy is 
received in time. DaILy STAR. Lincoln, Neb. 


NEW JERSEY. 
EWARK, N. J, Freie Zertune (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month. 


E LIZABETH Daly JourNaL covers population 
4 of 9%.000. Largestcirculation. Brings re- 
sults. Only “* Want” medium. Cent a word. 


NEW YORK. 
T HE Post-ExPress is the best afternoon Want 
ad-medium in Rochester. 


LBANY EvVxNING JOURNAL. Fastern N. Y.’s 
best paper for Wants and classified ads. 


AILY ARGUS, Mount Vernon, N.Y. Great- 
est Want ad med in W b County. 


| Binghamton the Li aDER carries jergett pat- 
ronage; hence pays best. BECKWITH, N. Y. 


UFFALO NEWS with over 87,000 circulation, 

is the only Want Medium in Buffalo and the 

strongest Want Medium in the State, outside of 
New York City. 


ne = Trwes-Unton, of Albany, New York. Bet- 
ter medium for wants and other classified 
matter than any other paper in meg f and 
arantees a circulation greater than all other 

y papers in that city. 


RINTERS’ INK, published weekly. The rec- 
ognized and leading Wantad medium for 
want ad mediums. mail order articles, aavertis- 
ing novelties, printing, typewritten circulars, 
rubber stamps, office devices. adwriting, half. 
tone making, and practically anything which 
interests and appeals to advertisers and busi- 
ness men, fied advertisements, 20 cents 
a line per issue flat ; six words toa line, Sample 
copies, ten cents. 
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onro. 
- Zanesville the TIMES-RECORDER prints twice 
asmany Want Ads as ali the other papers. 
HE Zanesville SIGNAL reaches 64 towns in S. E. 
Uhio, also 68 rurai routes; 4c. a word net. 
OUNGSTOWN VinpicaTor—Leading “Want” 
medium. lc. per word. Largest circulation 


HE MansFivip News publishes daily more 

Want ads than any other 20,000 population 

newspaper; 20 words or less 3 consecutive times 
or less, 25c.; one cent per each additional word. 


OKLAHOMA.' 
HE OKLAHOMAN. Okla. City, 10,704. Publishes 
more Wants than any four Okla. competitors, 
PENNSYLVANIA. 

ILKES-BARRE (Pa.) Times. Circulation over 
11,000 daily. Classified rate, 5 cents a line. 

HE Chester, Pa., Times carries from two to 
five times more classified ads than any 

other paper. 


PHILADELPHIA: 
THE BULLETIN. 
Net paid daily average circulation for 
March : 


225,278 copies per day. 
“In Philadelphia nearly everybod 
reads ‘The Bulletin.’ ” 7 
(See Roll of Honor.) 





60,000 Homes 


owned by prosperous Germans in 
Philadelphia are reached daily by 


The German 
Daily Gazette 


Net average for 1904: 
49,083_ COPIES PER DAY. 





SOUTH CAROLINA. 
sy HE Columbia Statr (@©) carries more Want 
ads than any, others. C. newspaper. 





VERMONT. 
HE Burlington DaiLy News is the popular 
paper and the Want medium of the city. 
Reaches twice as many people as any other and 
carries more Want aas. Absolutely necessary to 
any aavertiser in Burlington terr.tory. 
VIRGINIA. 
HE News LEADER, published every afternoon 
except Sunday, Richmond. Va.  J.argest 
cirenlation by long odds (28,575 aver. 1 year) and 
the recognized want adverti: di in 
Virginia. Classified advts., one cent a word per 
insertion, cash in advance; no advertisement 
counted as less than 25 words; no display. 


WISCONSIN. 

N°? paper of its class carries as many Want 
4 ads as the EVENING TELEGRAM, of Superior, 
Wisconsin. 

ANESVILLE GAZETTE, daily and _ weekly, 
e reaches 6.500 subscribersin the million dol- 
lar Wisconsin tobacco belt, the richest section 
of the Northwest. Rates; Want Ads—daily, 3 
lines 3 times. 25c.; weekly, 5c. line. Big results 
from little talk. 








CANADA. 


HE Halifax HERALD (©) and the Mair—Nova 
Scotia's recognized Want ad mediums. 
A PRESSE. Montreal. Largest daily circula- 
tion in Cansda without exception. (Daily 
85,500, Satardays 105,900.) Carries more want aas 
than any French newspaper in the wor! 
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HE DAILy TELEGRAPH, St. John, N. B.,is the 
want ad medium of the maritime provinces. 
Largest circulation and most up-to-date paper of 
Eastern Canada, Want ads oue cent a word. 
Minimum charge 25 cents. 
Ts Toronto DAILY STAR is necessary to any 
advertiser who wants to cover the Toronto 
field. Carries more general advertising than 
any other Toronto paper. Sworn daily average 
circulation, March, 1905. 39,021. 
r r= Montreal DAILY STAR carries more Want 
advertisements than ail other Montreal 
dailies combinea. The FaMILy HERALD AND 
WEEKLY STAR carries more W ant advertisements 
than any other weekly paper in Canada. 
pce EDWARD ISLAND, Garden Province 
of Canada. Smallest but most thickly popu- 
lated. The EXAMINER is its leading want me- 
dium.” Forty words or less, 10 cents one time, 
25 centsthree times. Charlottetown, Canada. 
A PARTICULAR feature of the Toronto EVEN- 
ING TELEGRAM’s Classified advertisements 
is that they are all true to their headings; there 
are no fake, improper or doubtful advertise- 
ments acce R 8s gives the pee perfect 
confidence Th them, and next to the large circu- 
lation is perhaps the greatest reason why they 
bring such splendid results to the advertisers. 
Ts Winnipeg FREE 
“Want” advertisements than an, 
daily paper in more advertrsements 
of this nature thun are contained in all the other 
daily papers published in the Canadian North- 
west combined. Moreover, the FREE PRESS car- 
ries a larger solume of general advertising 
than any other daily paper in the Dominion. 


BRITISH COLUMBIA. 
Te Victoria COLONIST covers the entire prov- 
ince of British Columbia (branch office ir 
Vancouver). More “WANT” ads appear in the 
Sunday (‘OLONIST than in anv other paper west 
of Winnipeg. One cent a word each issue. Sam- 
ple copies free 


TRIALS AND TRIBULATIONS OF 
A HANDSOME MAN. 


North American Building, 
Puivapetpuia, April, 25, 1905- 
Editor of Printers’ INK: 

In the last issue of Printers’ INK, 
on page 33, Mr. George Ethridge cri- 
ticises unkindly and unintelligently the 
use of the portrait in advertising. 

Mr. Ethridge seems to think that the 
buggy gentleman, the toffee king and 
your humble servant, together with 
other advertisers “‘who are not partic- 
ularly prepossessing any way,” are 
making a great mistake in using their 
portraits in their advertising. 

Smarting as I do under the unam- 
jable criticism handed out by Mr. 
Ethridge, I wish to say, before the 
demon of hate gets the better of me, 
that up to now I have always consid- 
ered the department of ‘Commercial 
Art Criticism” one of the most inter- 
esting features of my favorite journal. 
I prefer the “Little Schoolmaster” to 
any other advertising journal because 
it contains so much “good stuff.” 

I have added Mr. Ethridge’s article 
to my already corpulent scrap book 
containing disagreeable diatribes anent 
my personal appearance and the use of 
my portrait in my advertising. 

Whenever an advertising solicitor 
tells me how my features would bright- 
en up the advertising pages of his 
journal; that he considers my adver- 
tising the cleverest he ever saw; what 
an all-around wonder I am, etc., eétc., 
until I feel my head _ beginning 
to expand, until I am afraid mv hat 
won’t begin to hold it, I get out this 
scrap book and peruse it awhile, 
Among the many stinging gibes and 


PRESS carries more 
other 
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cruel jests it contains is the follow- 
ing from an Ohio correspondent: ‘Un- 
less you have a very poor photographer, 
I think your features must pain you 
a good deal at times.” 

\ young lady writes from Boston on 
delicate, —- note paper as fol- 
lows: “If you must use a portrait in 
your advertising, why in hell don’t 
you get a good-looking man to sit for 
| 


These and other caustic comments 
have done much to cloud an otherwise 
sunny disposition. 

would reproduce more of these 
pleasantries were they not so gener- 
ously sprinkled with well known one 
syllabie words that are hardly eupho- 
= enough to appear in your publica- 
ion. 
_ Judging from the slapgdash manner 
in which Mr. Ethridge attacks “people 
who are not particularly prepossessing 
any way,” I gather that he must be 
cursed with the fatal gift of beauty, 
and I take this opportunity of remind- 
ing him that “It is harder for a hand- 
some man to enter the Salvation Arm 
than for a raging lion to pass Tracie 
the eye of a needle.” 

If there ever was a time when I 
desired to see how my features would 
embel'ish and otherwise decorate the 
advertising pages, I wish to say that 
that desire has been fully satisfied, and 
I have been experimenting for the past 
year or so endeavoring to get satisfac- 
tory results from advertisements with- 
out the portrait. 

have expended so far more than 
$15,000 on copy without the portrait, 
and found that such copy only brought 
from 50 to 75 per cent as many replies 
as the portrait advertisements. 

Any man who thinks that an in- 
telligent advertiser would spend thou- 
sands of dollars putting his portrait in 
the magazines “simply as an exp!oita- 
tion of personal vanity,” must do his 
thinking with some sort of an intel- 
lectual wart. 

As evidence of my desire to elimi- 
nate my portrait, which the Lincoln, 
Neb., News says “has now become a 
household bore in every home in the 
United States,” I will pay Mr. Eth- 
ridge, or any other reader of Print- 
ERS’ INK, $5,000 in cash for a series 
of six advertisements without a_por- 
trait that will bring as good results as 

am now getting from my portrait ads. 

I have had a number of much ad- 
vertised advertisement writers prepare 
copy for me, some of which I was 
reckless enough to try out in the mag- 
azines. These advertisements did not 
bring as many replies “as expected, 
and I didn’t expect they would.” 

Yours very truly, 


W. M. OstRanver. 





A sBupcet of the literature used in 
advertising law books by the Lawyers’ 
Co-operative Publishing Co., Rochester, 
N. Y., includes perhaps a dozen booklets 
and folders, each outlining the contents 
of some specific work or set of volumes 
in such a way that any lawyer will see 
its value to him. The advertising of 
this company is of a distinct and com- 
mendable character. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


weer 
(@ Issued every Wednesday. Subscription 
—, two dollars a year, one dollar for six 
advance. On receipt of five do! 
four paid subscriptions, sent in at one time, will 
be put down for one year each and a larger num- 
ber at the same rate. Five cents acopy. Three 
dollars a hundred. Being printed from stereo- 
type i it is always ble to supply baci 
rs, if wanted in lots of 500 or more, but in 
all such cases the charge will be five dollarsa 
hundred. 





ADVERTISING RATES. 
Advertisements 20 cents a line, pearl measure, 
16 lines to the inch ($3); 200 lines to thepage ($40). 
an or revit granted, dove selected by the adver- 
douvle price is demanded. 
= ‘dues 00 e last copy is repeated 
when new copy tails Zz aes tohand one week 
in advance of day of publication. 
Contracts by the month, guarter or year, may 
bediscontinued at “y? aeest the advertiser, 
an ce used ‘or 
Two lines od Ptsst advertisement taken, Six 
"Brent Sins cceuving readi atter is in- 
vi ing ap as ng matter 
rted 


6e! ree. 

a pevertionnente must be handed in one 
week in ad 

Advertisers to the amount of $10 are entitled 
to a free subscription for one year, if demanded. 





Cares J. ZincG, 
Editor and Manager. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears.50-52 Ludgate Bill,EC 


NEW YORK, MAY 3, 1905. 














PRINTERS’ INK is absolutely 
an independent journal, con- 
nected in no way whatever with 
any advertising agency, selling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 





Portralts of seventy-five phy- 
sicians and surgeons who have 
contributed to the Medical Brief, 
St. Louis, the past year, are print- 
ed in a handsome portfolio for 
subscribers, with an index giving 
titles of articles and the month in 
which they appeared. 


THE Philadelphia Telegraph is- 
sues small aluminum checks in 
its circulation room, giving one to 
the newsboys with every four pa- 
pers. Ten of these checks are ac- 
cepted for a cent in cash, or six 
for a copy of the Telegraph when 
presented by a newsboy. 








Tue Toronto dailies furnish a 
commendable example to the pub- 
lishers of the United States. Each 
of the six daily papers of that 
city has submitted a satisfactory 
circulation statement to Rowell’s 
American Newspaper Directory 
and each will have a rating in 
Arabic figures in the 1905 Direc- 
tory. It would be hard to find 
a city in the whole country which 
equals Toronto in this respect. 





THE Judge Company announces 
that Mr. Willet F. Cook, for six- 
teen years advertising manager of 
Judge, has decided to sever his 
active connection with Judge 
Company. Mr. Benjamin C. 
Everinghim, for a number of 
years advertising manager of Life, 
has been appointed Mr. Cook’s 
successor as advertising manager 
of Judge, Judge’s Library, Quar- 
terly and Sis Hopkins. 


Tue Homely Philosopher is an 
occasional publication in the in- 
terests of the Franklin Press, De- 


= troit. Its four pages are filled with 


pithy things about good printing, 
good advertising and being good 
generally, and it ought to bring 
business to the firm sending it out. 
The Franklin Press, organized in 
October, prints the American Boy, 
and is said to own the only Hoe 
web electrotype magazine press 
west of New York. 





A BOOK ON PROOFREAD- 
ING. 


“Proofreading and Punctua- 
tion,” a work by Adele Millicent 
Smith, Philadelphia, published in 
that city by the author, is a 
treatise on these subjects of great 
thoroughness’ and good practical 
sense, perhaps better and more 
concise than any previous volume 
on the matter. Besides proof 
marks and the use of points, 
shown by clear examples, it deals 
with type sizes, papermaking, 
typesetting, engraving and other 
details of the mechanics of print- 
ing. Intended for students of 
business schools, it is a useful 
book for any advertising man or 
writer to have at hand, 
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THE man who starts an adver- 
tising campaign without a theory— 
a definite plan of work—may ‘be 
likened to the mariner who at- 
tempts to cross the Atlantic with- 
out a compass. 


A BOOKLET FOR FLORISTS. 


“White Heather” is the title of 
a booklet compiled by Ellen 
Veloin, 40 West 2oth street, New 
York, ‘and designed for the use of 
florists in soliciting wedding com- 
missions, “ White heather, the 
Scottish symbol of good luck in 
marital matters, adorn the cover, 
and the pages are given up to ring 
lore and mottoes, symbolism of 
precious stones, names of wedding 
anniversaries and similar infor- 
mation. Upon the title page and 
back cover space has been left for 
the name of any florist who 
wishes to use the volume as mail 
literature. Accompanied by a per- 
sonal letter during the recognized 
wedding seasons of the year it 
ought to produce business. 


BILLBOARDS TO COME 
DOWN. 


The Board of Public Service of 
Cincinnati has decided that here- 
after no billboards or advertising 
of any character shall be permits 
ted upon land owned by the city, 
those already in place being re- 
moved. Mayor Fleischmann, of 
Cincinnati, is in the distilling 
business, the head of a company 
that advertises extensively. The 
Commercial Tribune reports him 
as saying, “I do not personally, 
from a business viewpoint, believe 
in billboard advertising, for it is 
not profitable—in fact, it is not, 
unless in exceptional cases, worth 
anything. I came to this ‘conclu- 
sion several years ago. When it 
was started it was good, but now 
there are so many billboards, and 
the business has been so over- 
done, that no one notices or pays 
attention to them. If an agree- 
ment could be reached among ad- 
vertisers to stop advertising on 
billboards it would not hurt any 
of the advertisers, but would ben- 
efit all. As it is now, a man in 
his business is sometimes com- 
elled to do some things against 
his best judgment.” 


EXPLOITING THE TRUTH. 


“THe Country GENTLEMAN,” 
The Only Agricultural Newspaper. 
Luther. Tucker & Son, Publishers. 
Avpany, N. Y., April 19, 1905. 

Editor of Printers’ INK: 

We are waiting for you to retract 
your false statement that we once re- 
fused to pay you an account—a state- 
ment libelous as well as false, we be- 
lieve, though we never contemplated 
suit. 


The greater the truth the great- 
er the libel was a principle that 
prevailed at common law. We 
stand by the statement. 





THe daily paper is ; givin more 
and more attention to the eeer, 
now that he takes it through the 
rural delivery. Formerly the 
“Farm Topics” were written by ad- 
jectival newspaper ladies who 
farmed in hall bedrooms, but 
it was soon found that this would 
never do. Then some of the larg- 
er dailies hired their own agri- 
cultural experts to edit a farm page 
daily. A further development of 
this idea is a farm page syndicate 
called the Associated Farm Press, 
located at 112 Dearborn street, 
Chicago. This syndicate sends out 
farm matter prepared by experts, 
with news from agricultural col- 
leges and experimental stations. 
Clinton M. Shulz is the editor, and 
the service is practical, and of the 
sort to command the respect of 
farm readers. 





AN OLD NEWSPAPER’ GOES 
BRAVELY OUT OF BUSINESS. 
On the first day of May the publica- 

tion of the St. Paul Globe will be dis- 

continued. The reasons for this pass- 
ing out of existence of a great daily 
newspaper, after thirty years of active 
life, are es of a business nature. 

The Globe will endeavor to maintain, 

up to its latest issue, the average of 

workmanship and the devotion to prin- 
ciple that have brought to it so many 
cheering words of appreciative praise. 

It will then pass out of the life of a 

community whose business interests 

cannot furnish the support necessary 
to a respected and honorab'e future. 

For it no other future would have any 

charm.—From the St. Paul Globe. 





A STANDARD ‘MEDIUM . F sa 

KINDS OF DESIR 

VERTISING. 

The Nunda News of last Saturday 
asked for something to keep down the 
dust and on Monday night it rained. 
Make your wants known in a good 
newspaper.—Dansville Advertiser, Te. 
13. 
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R. J. SHANNON, special repre- 
sentative at 150 Nassau street, has 
just added to his list of papers 
the Washington, Pa. Observer 
and Reporter. 





“Tue Story of Watch Evolu- 
tion” is a factful, interesting book- 
let issued by the Illinois Watch 
Company, Springfield, Ill, The first 
chapter shows the development of 
a modern watch from the sun dial 
of the Chaldean Berosus and the 
water clock of the Romans, to the 
company’s own productions. Two 
other chapters deal with the in- 
tricacies of modern watch con- 
struction, showing the stages in 
manufature by means of illustra- 
tions. 


A FRANK STATEMENT. 


I RUN a small advertisement 
every other year in the 
Ayer & Son directory, and I get 
considerable business from that 
firm, but as to the advertisement 
ever having brought me any other 
business, I doubt it. There are 
undoubtedly others who have had 
more experience than I have in deal- 
ing with the directory man, and I 
should like to hear the question dis- 
cussed, but personally I question the 
wisdom of a country publisher spend- 
ing much money for advertising 
in the directories, unless he does 
it merely to hold the business of 
the agency that gets out the di- 
rectory, and even then [ am 
tempted to doubt the advisability 
of it. In connection with this 
subject, I notice that the prospec- 
tus of Rowell’s American News- 
paper Directory for 1905 starts 
out with the following paragraph: 

“Rowell’s American Newspaper 
Directory is not issued by an ad- 
vertising agency and is the only 
newspaper directory published in 
this country that is not. No news- 
paper or magazine publisher 
would therefore be justified in 
giving me an advertising order in 
the hope of receiving advertising 
patronage from me in return.’ 

So there you have a frank state- 
ment from one directory man. I 
wish all the others were as open 
and candid in their prospectuses. 
—Len W. Feighner, Publisher 
News, Nashville, Mich. 














A stTRIKINGLY “different” mail- 
ing booklet with the caption “The 
Law of Employers’ Liability” 
comes to PriNTERS’ INK from 
the Consolidated Engine-Stop 
Co., of 100 Broadway, New York. 
There are four pages in two 
colors, with a three-color cover 
representing the cover of a law 
book. The back cover extends 
above the front to accommodate 
the head and shoulders of a 
judge, which, being cut out, gives 
the booklet a novel form. The 
address is written on the outside 
back cover, and the whole, with a 
reply postal, is mailed under one 
cent postage. 





A BIT OF AMATEUR PUB- 
LISHING, 


THE business staff of the 





W. Brooklyn Eagle formed a com- 


pany some months ago to publish 
a book written by one of their 
number who is now in Arizona, 
suffering from a spinal trouble. 
This book, entitled “Being Done 
Good,” is a series of really hu- 
morous essays describing various 
courses of treatment inflicted 
upon the author by physicians, 
and the title is a pun of consid- 
erable depth. Several publishers 
of books refused this volume, and 
the company was formed. Adver- 
tising in leading daily papers 
throughout the country brought 
unsatisfactory returns for awhile, 
but as the entire staff of the Eagle 
brought its combined knowledge 
to bear on the subject of book 
publishing the problem cleared 


and “Being Done Good” began to - 


go. Better ways of advertising 
were found, and the book being 
one of a sort that makes its way, 
the first edition was soon sold, all 
expenses paid and a handsome 
sum made for the author. Now 
the second edition is on sale, all 

‘velvet.” A singular fact in con- 
nection with “Being Done Good” 
is that, while it ridicules the med- 
ical profession in many keys, phy- 
sicians have bought copies to give 
to patients, and its success is 
largely due to development along 
this line, which upon general in- 
dications seemed at first one to 
avoid. 
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Mr. HARRINGTON FITZGERALD, 
EDITOR AND PUBLISHER OF THE “EVENING ITEM,” WHO WITH SOLEMN 
CANDOR CLAIMS THE LARGEST CIRCULATION IN PHILADELPHIA, WHILE 
OTHERS ASSERT HIM TO BE THE NERVIEST PREVARICATOR, EVER, 











THE MARK OF HONESTY. 


The little star shown at 
the beginning of this para 
graph has a meaning. 

It is the mark of honesty 
and absolute correctness of 
circulation. 

it means that the publishers of 
Roweli’s American Newspaper Direc- 
tory absolutely guarantee the circula- 
tion of Farm Stock and Home, having 
been put in possession of positive proof 
of the truth of the figure, and will pay 
one hundred dollars to the first person 
who successfully controverts its ac- 
curacy.—Judicious Advertising, for 
April, 1905. 

Farm, Stock and Home, Min- 
neapolis, is one of the twenty- 
seven publications which the 1905 
edition of Rowell’s | American 
Newspaper Directory distinguishes 
with the Guarantee Star. The 
complete roster of the star galaxy 
in that book is as follows: 


ILLINOIS. 


So ee «.+»Daily News. 
CRRREED. oc ccceccccscceves Record-Herald. 
Lo ere Seman Daily Review. 
Se Star. 
MINNESOTA. 
Minneapolis.............. Tribune. 
Minneapolis...... ....... Journal. 


Minneapolis... ... Farm, Stock and Home, 
PENNSYLVANIA. 





Raa Bulletin. 
PHIIEN..cccscccccvceccesesces Post. 
CALIFORNIA. 
Los Angeles.............- Saturday Post. 
SER ee. Herald. 
NEW YORK. 
Baialo 000.000000 iaweuee Evening News. 
pase p se wisenstscccevvce Record. 
COLORADO, 
bk ecsbshecncosavosven a0, s+ Os 
DISTRICT OF COLUMBIA. 
PNUD Sivas s. tcsme soe Evening Star. 
IOWA. 
ee ee - Tribune. 
MARYLAND. 
Baltimore..cece... ...ccecees +eee» News, 
MASSACHUSETTS 
ey rT . Globe. 
MISSOURI. 
| a. eoveseces ht, 
NEBRASKA 
BRNO sc sunesdvossnacsccves Daily Star. 
NEW JERSEY. 

PEE sciecsusnshsuises scsed Register. 
OHIO. 
ee wienwee Beacon Journal. 
SOUTH CAROLINA. 

PP RcGasinnechasésathensaaie State. 
VIRGINIA. 
| ee Times-Dispatch. 
WISCONSIN. 
Racine..........Wisconsin Agriculturist. 
CANADA. 

Toronto Mail and Empire. 
MN cisco cnbancas-cesxenexeoae Star. 


Although the 1905 edition of the 
Directory will appear on the mar- 
ket within two weeks, guarantee 
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certificates will be issued right 
along to publications of the 
requisite character for use in the 
edition of the Directory for 1906 
and ever thereafter as long as the 
Directory exists and the publication 
furnishes the required circulation 
statements. 

The latest addition to the star 
group is the Svenska Amerikans- 
ka Posten of Minneapolis, the 
only paper in all the United States 
so distinguished that is printed in 
a foreign language. 


THE GUARANTY STAR IN 
THE SOUTH. 


UA 
Tt 
TEED 


“Tue State.” 
Daily, Sunday, Semi-Weekly. 
Cotumsia, S. C., April 23, 1905. 
Editor of Printers’ INK: 

You have done the State a great 
injustice in the heading you give to a 
letter published in your issue of the 
19th instant from the Lexington, Ky., 
Leader. Your heading is as_ follows: 
“The Guarantee Star Would Make The 
Leader Unique. No paper south of the 
Ohio River has it.” 

As a matter of fact, the State has 
the guarantee star and it has been pub- 
lished in Printers’ Ink for the past 
month or so. In justice to us, there- 
fore kindly make this correction in 
your next issue. 

Yours very truly, 
Tue State Company, 
A. E. Gonzales, President. 

When Printers’ INK asserted 
that no paper south of the Ohio 
River has the Guarantee Star 
the editor did not realize that 
South Carolina actually does get 
westward of the meridian that 
passes through the eastern end of 
the Ohio River. It may still be 
a question whether Columbia_can 
be described as south of the Ohio. 
There is no question, however, 
about the fact that the State has 
the Guarantee Star in the new is- 
sue of Rowell’s Newspaper Di- 
rectory, which will be ready for 
delivery two weeks from next 
Saturday. The Richmond, Va., 
Times-Dispatch and the Baltimore 
News are also entitled to be mentioned 
in the same connection, thus showing 
that in the brilliant galaxy of twenty- 
eight stars, three and three only are to 
be looked for in the South, 
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Goop advertising is anything 
which causes people to know, to 
remember or to act. 


SIXTIETH YEAR OF ENG- 
LISH DIRECTORY. 


The Newspaper Press Direc- 
tory for 1905, published by the 
advertising agency of C. Mitchell 
& Co., London, marks the sixtieth 
year of that reference work. Be- 
sides a complete guide to the 
newspapers of Great Britain and 
her colonies, it covers the press 
of the world, with a number of 
special articles upon colonial and 
foreign trade, newspaper law, 
newspaper development and ad- 
vertising methods. In the co- 
lonial section, considerable space 
is allotted to a special series of 
articles on the import trade of the 
colonies, information being pre- 
sented in a form to be of prac- 
tical use to the exporter and a 
reliable guide to the advertiser in 
the colonial press. There is also, 
this year, an interesting article on 
“The Early Struggles of the Co- 
lonial Press,” which is illustrated 
with the portraits of notable men 
in the colonial journalistic world. 


A PIANO STORY. 


The latest advertising novelty 
of Kranich & Bach, the New York 
piano manufacturers, is a short 
story entitled “A Kranbach Noc- 
turne,” written by Joseph Gray 
Kitchell and published by the 
George Ethridge Company, New 
York. It deals with an old music 
master, the death of whose child 
has withered the flower of his life. 
The accidental striking of a se- 
quence of notes on the piano 
while the music master is asleep 
is interpreted by him as a melodic 
message from heaven. He is un- 
able to recall the notes on 
awakening, and the way in which 
the author works out the mystery 
of this “lost chord” and gives the 
old man the theme which came to 
him in his dreams makes a story 
as interesting as any of the Sher- 
lock Holmes series. The book is 
illustrated by A. T. Farrell and 

M. Crocker. This little vol- 
ume is being extensively distri- 
buted through magazine and 
newspaper advertising. 








A BOOK sear BENSON’S 





“Force in Advertising” is a sev- 
enty-page volume published by S. 
H. Benson, the London advertis- 
ing agent, 1 Tudor street, E. C., 
dealing at length with advertising 
methods and problems. Steps in 
advertising, need of force in each, 
points about copy, etc., are treat- 
ed pithily, and the central portion 
of the volume shows the Benson 
equipment by pictures and ex- 
pounds its methods by text. 
Many fine specimens of copy, both 
magazine and newspaper, with 
outdoor publicity, are shown in 
reproduction. The Benson agency 
handles among other accounts 
those of Bovril, Force, Rowntree’s 
Cocoa, Edwards’ Soups, Colman’s 
Starch, Cailler’s Swiss Milk Choc- 
olate, Lazenby’s Sauce, and 
others not so well known in this 
country. 


THE PASSING OF THE CALENDAR. 

Christmas cards, which some years ago 
were sold by the score of thousands in 
the holiday season, have gone complete- 
ly out of popular favor and the calendar 
seems destined to meet a like fate before 
long. This year in Winnipeg there has 
been a marked falling off in the number 
of calendars issued. As one representa- 
tive Winnipeg business man put it, ‘' 
have made a practice for years of dis- 
tributing a calendar and have recently 
come to the conclusion that the money 
expended in this direction is practically 
wasted. My experience shows that in 
our own office we receive in the season 
between fifty and sixty different calen- 
dars. A few days after receipt, one, 
ay two, never more than three, 
may be found on our walls. The bal- 
ance have found their way to the waste 
basket. I have used calendars merely 
as an auxiliary to my newspaper adver- 
tising, but hereafter the appropriation 
I set apart for “advertising will be ox 
pended wholly in the newspapers.”— 

anitoba Free Press, 





“THERE is twice as much reading mat- 
ter in the Evening Wisconsin as there 
is in most penny papers. It takes twice 
as long to read the Evening Wisconsin 
as it does to read a penny paper. As 
a consequence it is worth twice as much 
to advertisers, for the longer a paper can 

hold the attention of the reader the 
more valuable it is to the advertiser. 

“A newspaper of character like the 
Evening Wisconsin has continuous read- 
ers. The value of continuous readers 
to advertisers is cumulative. 

“It is the opinion of Mr. Simon of 
the Boston Store that the readers of the 
Evening Wisconsin are worth four times 
as much per yi to the advertiser as 
the readers of cheap and characterless 
newspapers.” 








Mr. Oswatp B. Carson, form- 
erly connected with the advertis- 
ing department of the Royal Bak- 
ing Powder Company, and late 
with the C. E. Sherin Advertising 
Agency, has accepted the position 
of advertising manager of the re- 
tail and wholesale optical houses 
of E. B. Meyrowitz and The 
Meyrowitz Manufacturing Co. 


It is the gossip of the street 
that the new owners of Seymour 
Eaton’s Tabard Inn trademarks 
see a large advantage in the pos- 
sibility of putting up a lower 
grade of goods than will afford 
a better profit, even when sold at 
a lower price, and in this way get 
the greatest amount of profit in 
the shortest possible time out of a 
reputation that there is no inten- 
tion of building up or even of 
sustaining. 


ADVERTISING MEN ON THE 
NORTH PACIFIC COAST. 


The advertising men of Port- 
land have organized the Portland 
Ad Men’s League, and are now 
represented in the Pacific Coast 
Association with eighteen mem- 
bers. The officers of tie Port- 
land League are R. M. Hall, 
president; H. C. Whittier, first 
vice-president ; H. L. Powers, sec- 
ond vice-president; C. C. Chap- 
man, secretary, and John F. Daly, 
treasurer. The executive com- 
mittee consists of C. J. Owen, W. 
J. Hoffman and D. N. Mos- 
sessohn. In Seattle the advertis- 
ing men meet monthly as a local 
chapter of the Coast Association. 
The membership is fifteen, and the 
chairman in charge is Mr. C. V 
White. The Seattle men are 
planning an active working body. 
They are expecting to harmonize 
conditions and do valuable work 
in educating Seattle advertisers. 
In Tacoma the organization is not 
so completely worked out, but the 
Coast Association has five mem- 
bers who are actively at work to 
secure a larger membership and 
effect a permanent local organiza- 
tion. The chairman at present in 
charge of the work is Mr. A, E. 
Grafton. A convention of Pacific 








Coast advertising men is to be 
held in Portland, Ore., 


in July. 
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TYPOGRAPHICAL FREAKS. 


One of the most amusing, and 
at the same time the most agoniz- 
ing experiences of the ad man, are 
the typographical errors that will 
at times creep into the most care- 
fully edited advertising. Sometimes 
it seems as though the typesetter 
was inspired with a fiendish de- 
sire to make trouble. Then again, 
his apparent lack of the first glim- 
mer of intellect moves the ad man 
to strong language. 

Instances are frequent, in which 
the dropping out of a single letter 
or figure between the final O K-ing 
of the ad and its going to press 
has played havoc with a store’s 
reputation, and in numerous cases, 
newspapers have been called upon 
to make good the difference be- 
tween the O K’d and the printed 
price of a certain article on a day’s 
sales, 

A Chicago house of excellent 
standing once astonished the shop- 
ping public by advertising gold 
watches for $1, because the type- 
setter dropped a few figures in 
putting together the page of type. 
The ad man who found that the 
proof-reader had thoughtfully 
changed the word “pair” to “yard” 
in a hosiery ad, had a right to be 
astonished, as well as the one 
whose item was jumbled, so that 
the newspaper announced a sale of 
umbrella drawers with low necks 
and bishop sleeves. 

In a very pretentious opening 
announcement, an eleventh hour 
perusal of the proof was all that 
detected the wrong letter which 
made possible this startling state- 
ment: “The master milliners of 
both Paris and America, have con- 
tributed their most superb crea- 
tions to make this showing a world 
of Beauts.” 

“To catch the caps of the trade” 
was the surprising expression that 
resulted from a compositor’s ignor- 
ance of proof readers’ marks 
where the word “Cream” was 
marked to be set in capitals, 

The weary ad man often lags 
himself. “All wool blankets made 
of the finest cotton” once escaped 
four critics in one of the most 
painstaking advertising offices in 
America, 
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THE ROLL OF HONOR 
FROM MAINE. 


Six Maine papers are represent- 
ed in the Roll of Honor. The 
Augusta Comfort shows the high- 
est average circulation for 1904— 
1,269,641 copies per month, the 
Dover Piscataquis Observer is the 
other extreme, with an average 
circulation of 1,918 copies per 
week during 1904. The Lewiston 
weekly edition of the Evening 
Journal has a 1904 average of 
17,450 copies, and the 1904 average 
of the daily edition was 7,524 
copies. The Lewiston Journal, 
both daily and weekly, are gold- 
mark papers \ OO 

The Bangor Commercial daily 
edition shows a 1904 average of 
8,991 copies, and the weekly edi- 
tion an average of 28,837 cover- 
ing the same period. 

Portland is represented by the 
Express, daily average for 1904 
12,166 copies, Sunday Telegram 
8,476 copies. The Phillips Maine 
Woods and Woodsman, edited by 
James W. Brackett, the newly ap- 
pointed Commissioner of Fish and 
Game, shows an average weekly 
output for 1904 of 8,180 copies. 

In a little book entitled “Lead- 
ing Newspapers” published in 
1902, Mr. Rowell says: “In no 
State, not even New York, Mass- 
achusetts or Pennsylvania, is the 
average issue of newspapers so 
large as it is in Maine. In no 
other State are so large a portion 
of the publishers willing to give 
definite and accurate circulation 
statements.” 








MR. FAIRCHILD CHANGES 
HIS MIND. 


Mr. Charles C. Fairchild, ad- 
vertising manager of Field and 
Stream, 35 West Twenty-first 
street, New York, called upon 
Rowell’s American Newspaper 
Directory last week with blood in 
his eye. He did not believe in 


the practice of making circulation 
statements to any directory, chief- 
ly for the reason that Ayer’s An- 
nual for 1905 gives Outdoors, a 
sporting paper also, published in 
New York City, a figure rating 
of 60,000, asserting that Field and 
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Stream published at least four 
times as many copies as Outdoors 
did. When making this statement 
he was willing to furnish evi- 
dence that Field and Stream does 
print an average issue of 40,000 
copies. The Ayer figures so dis- 
gusted him as to make him be- 
lieve that all directories were 
equally unreliable. Thereupon 
the 1904 issue of Rowell’s Ameri- 
can Newspaper Directory was tak- 
en from the files and he was asked 
to turn to the rating of Outdoors 
in that book. What is the rating, 
Mr, Fairchild? Why there is no 
rating given at all, I see only 
three double cross marks. The 
marks referred to are the so- 
called doubt marks, expressed 
thus ### and the meaning of 
which is as follows: 

4+¢4¢+ The editor of the American News- 
paper Director: has offered to verify the 
correctness a circulation statement 
furnished by this paper, provided the pub- 
lisher of the paper would agree to place the 
necessary facilities at his disposal. It was 
stipulated that the verification should be 
without cost to the publisher of the paper, 
but to this offer the publisher’s response 
was not such as to entirely remove the im- 
pression of doubt that had been cast on the 
accuracy of the statement furnished. 


The rating of Field and Stream 
in the forthcoming 1905 Directory 
was next shown to Mr. Fairchild; 
it is expressed by the letter C, 
meaning exceeding 20,000 copies. 
Mr. Fairchild’s attitude at once 
became as modest as he appeared 
to be satisfied. 

The one thing, that more than 
almost any other, tends to deprive 
the Ayer Newspaper Manual— 
bulky as it maybe—of any real 
value to an advertiser or capacity 
of service to any honest news- 
papers, is the practice of al- 
lowing a_ publisher to _ print 
his circulation claim in it, without 
any verification of its accuracy. 
There are, itis true, certain marks 
to indicate the rotten character of 
the figures, but when users of the 
book consult it they fail to re- 
member what the marks mean, 
and when the publisher of the 
paper, So marked, issues his own 
circular, giving comparative ra- 
tings, taken from the Ayer book, 
he omits the marks altogether and 
makes no mention of them. That 
is what makes the book so mis- 
leading to advertisers, and harm- 
ful to publishers who are honest. 
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ADVERTISING TOWNS. 
‘By Joel Benton. 


It has long ago become a busi- 
ness axiom that advertising is the 
ally and helper of everything which 
seeks a purchaser. Once it was 
applied to a few things and in a 
limited way. Now it fits, after 
some fashion, every offer of some- 
thing that is to be sold 

There is no reason, therefore, 
why towns, municipalities and 
States should not avail themselves 
of its service and tell the world in 
an attractive way what advantages 
they offer to prospective residents 
and to business. The Western 
States and Territories, I believe, 
have had emigration solicitors, for 
some years, who have sent docu- 
ments and pamphlets to foreign 
countries and who have sometimes 
advertised in the daily press the 
charms and possibilities which 
mark their localities as a help to 
emigration in their particular di- 
rection. I understand that these 
efforts have been far from fruit- 
less and that the settlers, which 
this advertising has instructed and 
secured, have been as much helped 
as have the communities of which 
they now form a part. 

But why should not a small 
town or village—or a very large 
municipality—also exploit its 
worth, its climate, its dockage, its 
railway facilities, its pure water, 
its health statistics, its rich farms 
adjacent, its record for culture— 
such as libraries and schools afford 
—and for law and order, together 
with all the things in general and 
singular, that make a place desir- 
able to live in and to seek a living 
in? 

It seems to me, as it did many 
years ago, when I first advocated 
the method—in Printers’ INK— 
there can be but one answer to 
this question and that is that it 
should. Just how to do this best 
may require thinking over, but in 
places of sufficient size to have a 
Board of Trade, this body might 
serve for its performance. Boards 
of Trade are not generally over- 
worked unless it be vocally when 
they assemble. They are frequent- 
ly known indeed to talk for this 
reason mainly that there is no very 


definite or extensive line of duties 
named in the city or village char- 
ter for them to do. 

Now if a vigorous Mayor of 
some town, with his council and 
legislative allies, should give this 
Board directions and funds, a 
pretty book of the place—illustrat- 
ed and well printed, as well as at- 
tractively written and not too vol- 
uminous—might be sent to indi- 
viduals and firms broadcast for 
their enticement and information. 
In certain offices in distant towns 
it might be kept on file, for the 
perusal of those who call, and in 
hotels it might make a reading 
room asset which would be casual- 
ly picked up by more than one 
who would make further inquiry, 
if the story in it has a basis and 
is well presented. 

This would be one feature only. 
To supplement it reasonable space 
devoted to straight out advertising 
in the prominent dailies and other 
mediums, widely scattered, would 
come like a shower after a farm- 
er’s planting. 

No one can tell of course, for 
there are no statistics on the sub- 
ject, how many people there are 
that move west, east or south or 
from country to city and the re- 
verse, every week in the year. And 
yet it is certain that this migra- 
tion is enormously large and never 
misses a day. If one were to in- 
cuire of each of the migrants where 
he goes, or why he goes to the 
particular place he has selected, the 
answer would, in most cases, show 
probably no very solid reasons— 
fbut would describe a hope or 
guess or a happen so. Even those 
people who move to a place because 
they have visited it, and think from 
an examination carefully made that 
it will do, might have preferred 
any one of a dozen other places, if 
they had full information about 
them before making their choice. 

I am not anxious to see any 
more huge billboards than will 
come themselves—apart from my 
advocacy, but, if somewhere near 
every station a very neat and ar- 
tistic one were put, in sight of all 
the passengers on a train, telling 
the town’s name and with brevity 
and force its characteristics, popu- 
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lation, institutions, etc. all who 
should read it would be edified 
and some might be ultimately cap- 
tured. If anything that would 
please all is to be placarded there 
could be nothing to surpass this. 
As it is now the traveling public 
go through hundreds of towns that 
they would like to know something 
about but never will. 

Another way to promote this 
knowledge would be to pass out 
free, on various trains, pamphlets 
telling about the place either 
through the regular newsboys or 
in some other way. 

Pledging relief from taxes to 
manufactures that will come to a 
town, taking stock in them and so 
forth, need no elucidation, as these 
methods have for some time been 
employed. 

But there is a final method, 
which I have thought of, that 
might be of marked service, Make 
some one in each of the large cities 
—preferably one who has moved 
there from the town that seeks his 
representation—an agent to tell all 
about the place and to give induce- 
ments (a round fare or even 
more) to persons to go there who 
seem to be worth this favor. This 
agent need not make this his 
whole business but should be paid, 
where it is necessary, to devote 
such attention to it as it properly 
commands or that can be made 
useful. 

—_ —_— + +ee— —— 
CANADA’S GROWTH. 


Statistics from various sources show 
that Canada is at present enjoying the 
most prosperous times in the history of 
the country—and an era of prosperity 
unequaled by any other country in the 
world. Some of these may be of inter- 
est to those not familiar with the growth 
and development of the Dominion. 

The population of Canada is about six 
millions. The increase for last’ year 
was nearly double that for 1902. Can- 
ada received in 1903 41,792 from Great 
Britain and 49,473 from the United 
States. 

Canada is now receiving 1,000 im- 
migrants a day. 

Canada’s railway mileage per head of 
population is greater than that of any 
other country. In actual railway mile- 
age, Canada is the eighth country in the 
world. 

Canada began the 2oth century with 
the same number of people as the United 
States began the roth century. Canada 
has forty different nationalities repre- 
sented in her population. 


Canada’s volume of trade reached 
$467,064,685 in 1903. 

This represents an aggregate of forty- 
three millions over 1902. 

Canada’s volume of trade has doubled 
in eight years. 

Canada’s trade has increased 91 per 
cent in 10 years. 

These figures can be paralleled by no 
other country in the world. 

Canada’s total revenue for 1903 was 
$66,000,000. Our estimated revenue for 
1904 is $71,000,000. 

Canada’s imports for 1903 were $241,- 
214,961. 

Of this 26 per cent were from Great 
Britain and 57 per cent from the United 
States. 

Canada’s exports for 1903 were $225,- 
849,724. | 

Of this 58 per cent were to Great 
Britain; 31 per cent to the United 
States. 

Canada’s wheat crop is 100,000,000 
bushels. 

Canada’s mineral production in 1903 
was $63,000,000. 

Canada’s forest products totaled $80,- 
000,000 in 1903. 

Canada’s fishing industry produced in 
1903 $22,000,000. 

Canada’s total trade reached $467,- 
064,685 in 1903. 

Canada’s_ relative percentage of 
growth of trade for seven years is 
about 107 per cent as against 47 per 
cent of the United States, 26 per cent 
of Great Britain, 38 per cent of Ger- 
many, 21 per cent of France. 

Canada’s banks have $76,000,000 paid- 
up capital. 

Canada’s banks have $60,000,000 of 
notes in circulation. 

Canada’s chartered banks have assets 
of $641,000,000; liabilities $508,000,000. 

Capital of Bank of Montreal original- 
ly $350,000; now $12,000,000. 

There are_only six other banks in 
apne or Europe with a larger capi- 
tal. 

This represents about $10 per head 
of the circulation. 

_ $21,000,000 additional are deposited 
in special savings banks. 

$379,000,000 are deposited in the 35 
chartered banks and their branches. 

Thus there is a grand total savings 
of $460,000,000, or $85 per head.— 
Toronto Daily Star. 


—_—.-. -—— 





A series of short folders from the 
advertising department of the New York 
Commercial are excellent in tone, but 
rather too fundamental in their argu- 
ments. The writer has evidently set out 
to convince the business world that ad- 
vertising is a good thing. The business 
world has known this for a long time, 
and the point is to show how good a 
paper the Commercial is for advertisers. 

0) 


A BOOKLET on fine Japanese paper, 
from J. E. Caldwell & Co., Philadelphia, 
talks convincingly about the firm’s stock 
of jewelry, watches, bric-a-brac, €tc., but 
much of the effect is nullified by cheap 
line etchings of valuable articles. Only 
the finest of half-tones can do justice to 
such goods. Poor cuts, poor impression 
on the part of the reader. 
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AN AUXILIARY ADVERTIS- 
ING DEPARTMENT. 


HOW A MANUFACTURER CAN SUP- 
PLEMENT HIS GENERAL ADVERTIS- 
ING BY A FOLLOW-UP SYSTEM 
THAT PUTS HIM IN TOUCH WITH 
THE CONSUMER—USING' HIS 
PRESTIGE TO BRING CONSUMER 
AND RETAILER TOGETHER, IN- 
CREASING THE LATTER’S SALES 
AND DECREASING HIS INFLUENCE 
AGAINST A COMMODITY IN COM- 
PETITION, 


R. W. Snowdon, manager of 
the mail-order department of the 
United Cigar Stores, believes that 
manufacturers who use _ general 
publicity to promote sales through 
retailers frequently overlook an 
important branch of advertising 
influence—that which can be ex- 
erted upon consumers by mail lit- 
erature giving more complete in- 
formation about their commodi- 
ties than can be given in maga- 
zine or newspaper advertising. 
Mr. Snowdon is an _ eminently 
practical mail-order man who has 
had a long experience in what 
might be called indirect mail-order 
advertising—publicity that inter- 
ests readers to send to the manu- 
facturer for information, cata- 
logues, etc., but effects actual 
sales through a retailer. Before 
coming to the United Cigar 
Stores Company he was connected 
with the mail-order department 
of Regal Shoes. 

“The manufacturer who adver- 
tises on a large scale is apt to re- 
gard the individual con-umer as 
too small for attention, overlook- 
ing the fact that his business is 
based upon individual purchases,” 
he says. “For this reason much of 
the best advertising in magazines 
and newspapers fails, because 
there is nobody to continue and 
deepen the impression made by 
good general advertising. To il- 
lustrate: Some time ago I want- 
ed a rifle, and wrote to several 
advertising manufacturers of fire- 
arms for a catalogue. The half- 
dozen catalogues received con- 
tained no reasons why I should 
purchase any of the rifles offered, 
and after I had received them the 
manufacturers’ interest in me 
ceased entirely. One of the con- 


cerns went so far as to write a 
note, mentioning a retailer in 
New York who handled his 
goods, but giving no street ad- 
dress. Another mailed a printed 
circular some weeks after. Then 
the follow-up ceased. It was 
taken for granted that I had pur- 
chased, or that if I hadn’t, my 
inquiry represented simply a curi- 
osity-seeker. As a matter of fact, 
I am still in the market for a rifle, 
and will buy as soon as some 
manufacturer convinces me that I 
need his particular firearm. 

“Now, I believe that every man- 
ufacturer of the kind represented 
by these makers of firearms 
should have an auxiliary adver- 
tising department that would take 
care of the inquirer as soon as 
he wrote for a catalogue, sending 
him information until he  pur- 
chased, and after if there were 
need. This information would be 
sent not with the idea of selling at 
all, but just as information of in- 
terest about the goods. Such ad- 
vertising would even disregard 
the element of sales insofar that 
it would continue after the con- 
sumer had purchased. For if the 
commodity were not an article of 
regular consumption, such as 
cigars, or shoes, or shaving soap, 
then it would probably be an ar- 
ticle like the rifle, which would 
create a sphere of influence for 
future sales to people who know 
the purchaser. If it is well to 
send circulars to a man about 
your rifle before he buys, telling 
him how the barrel is made and 
rifled, how the lock is put to- 
gether, something about sights 
and taking care of the gun, why 
surely it is twice as important to 
tell him after he has purchased. 
Such literature would be simply 
a continuous printed tour through 
the factory. One of the oldest 
advertising saws is that about ‘A 
satisfied customer being the best 
advertisement,’ but how many ad- 
vertisers take steps to make pur- 
chasers advertising mediums of 
the highest possible quality? An 
auxiliary advertising department, 
supplementing general publicity in 
this way, would accomplish the 
purpose. 

“The advertising manufacturer 
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doesn't realize the prestige that 
goes with his position as the 
maker of a good commodity. 
Leaving aside the importance to 
anyone of what he says about 
manufacturing details, the good 
and bad points of the commodity 
he makes and so forth, it is an 
event when the man or firm own- 
ing four or five big factories sits 
down and takes time to write me, 
plain John Jones, making ten dol- 
lars a week, about a commodity 
whose production is a matter of 
millions, perhaps. Because few 
manufacturers realize this pres- 
tige, few go into auxiliary adver- 
tising. 

“Another thing deters them— 
fear of the retailer, Every manu- 
facturer selling through the retail 
trade lives in horror of meddling 
with the consumer for fear the 
retailer will suspect he is trying 
to establish a direct mail business 
and break down trade lines. By 
holding aloof from the consumer 
he gives his commodity into the 
hands of the retailer for better or 
for worse. If the retailer is alert 
and sees the advantage of pushing 
a standard trademarked advertis- 
ed article in preference to a sub- 
stitute, well and good. But if 
the retailer, on the other hand, is 
a substitutor, or disaffected, or 
can make more money pushing 
other lines, or is just easy-going 
and careless of what he sells, he 
weilds enough influence to kill 
sales of any article in his com- 
munity. The manufacturer is 
afar off—unknown to the con- 
sumer except by name. He loses. 
Auxiliary advertising would not 
only cause the consumer to buy 
intelligently and make him insist 
upon having the article the manu- 
facturer had taken pains to post 
him about, thus lessening the re- 
tailer’s malign possibilities for in- 
fluence, but would aid the manu- 
facturer in pushing his commodity 
into new territory. I have in 
mind a manufacturer who sells 
through his own retail stores in 
many large cities, and through a 
mail-order department in parts o 
the country not covered by his 
stores. Not long ago a new store 
was opened by him in a Western 
city, and it immediately began 
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with a list of 3,000 customers in 
its territory who had heretofore 
purchased by mail. General pub- 
licity with good auxiliary adver- 
tising had built up this list, and 
it could as easily have been turn- 
ed over to an independent retailer. 
These people knew the goods be- 
cause they had been told about 
them, and they bought them be- 
cause they knew and wanted those 
goods. 

“The first step in auxiliary ad- 
vertising where the manufacturer 
sells through retailers would be 
to tell the retailer what was to 
be done, and how, and to enlist 
his aid by showing him how he 
was to be benefited. The retailer 
approached in this manner is not 
likely to misconstrue the manu- 
facturer’s motives, let him go ever 
so far short of actually selling 
goods direct. On the present 
basis of general advertising with- 
out auxiliary work for consumers, 
the manufacturer is at the mercy 
of the retailer. Let the latter be- 
come prejudiced against him, and 
the trade built up by years ot 
work may be sacrificed in a few 
months. Auxiliary advertising 
also brings the manufacturer val- 
uable data regarding the consum- 
er’s tastes, prejudices and wants. 
Where the consumer is left entire- 
ly to the retailer, such data comes 
at second-hand, if it comes at all. 

“Upon a basis of cost, auxiliary 
advertising is far cheaper than 
general publicity. Let me give 
you a few figures from experi- 
ments made in sending out letters 
and circulars to people who have 
either sent for catalogues offered 
in general advertising or become 
patrons of a mail-order depart- 
ment selling direct. The cost of 
getting inquiries through the 
magazines in the business I have 
in mind has been as high as $6.61 
apiece, but that is an extraordin- 
ary figure, representing what was 
afterwards classed as unsuccess- 
ful advertising. In advertising 
considered profitable, the cost per 
inquiry has been lowered to forty 
cents. One hundred names of 
persons who had made purchases 
and then dropped out of sight for 
three months were selected froma 
large list. To each of these was 











sent a ktter reminding them of 
their purchase, asking if the goods 
had been satisfactory, inquiring 
why further orders had not been 
received, and making a _ special 
offer of goods. This letter was 
personal, even familiar in tone. It 
brought twenty-seven orders for 
goods of $5 each from the one 
hundred names. What periodical 
advertising would bring such 
orders at a cost of less than fifteen 
cents each? A curious experi- 
ment was tried to determine the 
results brought by making it con- 
venient for people to order. Fifty 
of these letters went out with no 
order blank, while the other fifty 
had enclosed a typewritten order 
form to be filled in. The first 
fifty brought back seven orders, 
and those with the order blanks 
twenty. 

“A hundred letters were also 
sent to men who had ordered 
three times without complaint 
about goods, asking them to mail 
names of friends whv would be 
interested in the same commodity. 
An average of five names for each 
person was received, or ten from 
each who answered. These names 
afterwards developed a_ higher 
percentage of actual orders than 
selected names secured through 
advertising in magazines. The 
names received by mail cost about 
two cents each, while those se- 
cured through magazine adver- 
tising cost from forty to fifty 
cents. Another hundred names of 
the same kind yielded eighty-three 
per cent of replies in six weeks, 
and of the names sent in sixty- 
seven per cent ordered goods. The 
cost of getting the latter lot of 
names was one-tenth of a cent. 

“T have called this auxiliary ad- 
vertising because it can hardly be 
separated from general advertis- 
ing. The first thing in auxiliary 
advertising is to get names of in- 
quirers to work on, and these can 
only be secured by forceful news- 
paper and magazine publicity. A 
manufacturer with a_ desirable 
commodity ought to spend at least 
one-tenth as much for auxiliary 
advertising as on his general pub- 
licity. The auxiliary department 
should be separated from the ad- 
vertising department proper and 
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put in charge of a trained corre- 
spondent who knows human na- 
ture. After it has a skilled head, 
the rest of its machinery is large- 
ly automatic, consisting of steno- 
graphers, fac-simile typewritten 
letters and printed matter. As 
each inquiry from general adver- 
tising is received it should be 
turned over to the auxiliary de- 
partment, given a number and en- 
tered in a mailing book. A cam- 
paign of mail literature and let- 
ters covering six months or a 
year should then be begun, things 
being sent out a week apart for 
two months, then a pause for two 
months, another two months’ cir- 
cularizing, and so forth, All this 
matter should give inieresting in- 
formation about the commodity— 
its quality, points in manufacture, 
etc. Each order received or each 
reply should be entered opposite 
the inquirer’s number and_ the 
campaign varied accordingly, Per- 
centages will soon develop. In 
one such department the percent- 
age of orders that can be counted 
upon from auxiliary advertising is 
in excess of fifty per cent, while 
of all who order once we count 
upon forty-six per cent of repeat 
orders. Selling talk in auxiliary 
advertising depends on the manu- 
facturer’s own selling proposition. 
Where he has a direct mail-order 
department, special offers can be 
made. I have had considerable 
success with a mail-order bargain 
day—certain classes of goods that 
can only be ordered on Friday and 
Saturday of each week. This is 
called a red letter day offer, and 
it appeals to men, not women. 
Where the manufacturer sells 
through stores of his own, a good 
deal of trade can be sent to them 
direct. When he sells through re- 
tailers he can mention names and 
addresses of the latter in his 
auxiliary advertising. But the 
great point is information—after 
getting the inquiry through gen- 
eral advertising, to take the in- 
quirer through your factory and 
show him how the commodity is 
made. Technical information 
properly treated is always inter- 
esting to the man who wants a 
certain article, and if you give 
him plenty of information. 
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A Publisher’s Local Business— 


the quantity and oe of it, ought to be his 
particular pride. He should take pains to ob- 
tain all the local advertising there is—and all 
that can be pEvELopEp—mark the word Mr. 
Publisher—developed. 


% % * 


The most effective and the most economical 
plan to promote your local business is to make 
up a list of your tradesmen, whom you believe 
ought to use either more space or become 
space users for the first time—there may be 
ten, there may be twenty, there may be fifty 
or more such names coming to your mind. 
Have Printers’ Inx sent to these people fora 
year, or for six monthsif you prefer. Then 
have a young man in your employ read each 
issue carefully, let him mark things of special 
interest or which have a bearing on individual 
cases. Let the young man see your customers 
or prospective customers every onceina while 
—have him ask Mr. A, or Mr. B, or Mr. C, 
whether he noticed such and such an item in 
the last issue of Printers’ Inx, or whether he 
read the departments of Ready-Made Adver- 
tisements or Store Management that seemed 
just to fit his case. Start discussions for awhile 
until Mr. Advertiser has got the habit to read 
Printers Inx. After that, Mr. Advertiser will 
likely be the one who wants to ask questions 
and further advice. Try the plan—others do. 


* * * 


A special cash rate will be made to pub- 
lishers for the above purpose. I will write a 
personal letter to each of your prospects, tell- 
ing them how to utilize Printers Inx. Address, 


CHAS. J. ZINGG, Manager, 
Printers’ Ink Publishing Co., . 
10 Spruce Street, NEW YORK CITY. 
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A NATIONAL bank at Sulphur Springs, 
Texas, recently subscribed for 1,000 
copies of Farm and Ranch, the Dallas 
agricultural weekly, sending them to 
farmers in its county with the object of 
keeping them informed on the latest 
methods. This, it is reasoned, will 
make them more ag me and hence 
better patrons of the bank, 
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for $3. 10,000. 5 a 
1, 000.225. Sint eter. Ft Madicon is 
eR 
DESIGNERS AND ILLUSTRATORS. 


ESIGNING, illustrating, | ngrossing, illumi- 

nating, er. raring, lit lit sara hing, art print- 

ing. TH KINSLEY STUDIO, Bway, N. Y. 
ee ee 


PRINTING. 
RINTING at reasonable prices. MERIT 
PRESS, Bethlehem. Pa. 
MAIL ORDER. 
MAIS, ORDER SPECIALTIES 
WANTED FOR AUSTRALIA 
We have splendid facilities for disposing of 


lenge — of Mail Order lines of every de- 
ption. Want a A ——; We pay cash 


with order. ices to 
peannes & Sook ae 496 conewe 8t., 
Sydney, 'N. 8. W., Australia. 


PAINTINGS, 


ECORATE YOUR DEN. 

Send l5c., stamps or coin, for imitation 
water color reproduction of famous painting. 
Sent postpaid. 

CONVERSE PRINTING COMPANY, 


Dept. P.. 
. ‘ Third St. and Penn Ave.. 
Pittsburg, Pa 





——_+o>—_—_—_———_ 
DISTRIBUTING. 


) Dg ee estimate made free for a 

advertiser who is ivterested in securing 
honest house-to-house distribution in the South- 
ern States; same towns which we cover four 
times a year for the Peruna Drug Co. 
whic’ mtract is now in its fifth year. ‘Write 
cuss. BERNARD, Savannah, Ga.. or Tribune 
Building, Chi: 


r pet 
POSTAGE STAMPS. 


IGHIEST price for unused stam . O._D. 
SER, 302 Dearboru St., , Il. 


<9 
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SPECIALIZED PUBLICATIONS. 


ARDWARE pesLter. MAGAZINE. Circu- 
lation 17,500 (O©). 253 Broadway, New York. 


> 
CEDAR CHESTS. 


OTH-PROOF Cedar Chests—Made of fragrant 

ie red —— 5 Oy absolutely proof 
Price: Send for booklet. 

P EDMONT PURNIFCKE, Cu. Statesville, N.C. 


SUPPLIES. 


Ww, D. WILSON PRINTING INK Co., Limited, 
e of 17 Spruce St., New York. sell more mug- 
— cut inks than any other ink bouse in the 
traa 

Special prices to cash buyers. 


p=. Manufacturers, Paperhan; 
ters —everyhody tha 
is beogpite the advan 
— Water Paste. Samp! 
,~ a terested person. POURNARD'S PXGENCY, 
bune Building, Chicago. 


OXINE—A non-explosive, non-burning sub- 
stitute for lye and line. Doxine re- 
tempers and proves the suction rollers. It 
will not rust metal or hurt the hands. Kecom- 
mended by the best printers for cieanin ane 
protection of el ae For sale vy the 
and manuf: the DOXO MAN’F'G CO. 
Clinton, la. 
oO 


HOUSE-TO-HOUSE DISTRIBUTION. 


DVERTiSERS selling elling through the trade and 
mail-order firms can secure prompt and 
as ene Son my National Dis- 
tributing Service, which ntees an honest, 
judicious, house-to-house distribution of adver- 
tising matter anywhere in the United States. 

My distributers are bonaed and make this 
work their exclusive business. No boys. Write 
for particulars. 

WILL A. MOLTON 
National Advertising Distributer, 
Main Office, 442 St. Clair 
Cleveland, oO. 


BOOKS. 
ATENTS THAT j PROTECT_12, 
Wash 


LACE 
Trade Mark E Experts, Wi ington. 
tabiished 1869 


CADETS OF GASCONY 


Hailed by the Critic as “a hy htful and invig- 
masterful a . which holds you with a 
masterful grip tothe last, ‘ie and by the kman 
»” is now availuble tor 
newspaper serialization. A § eat sor ata 
mod price. B, F. STEVE 
Care He enry Holt Holt & Co., Now York, 


66 ORLY LETTEKS”—About 60 in all—from a 
brother on the “other side, to one on 
tay "eypt t.authowe Ia 
y. pt, etc., as those 8 
eyes unconventionally fo- 
AULE. “Only Letters” is 
nota “work of genius,” most distinctly not, and 
is not easily confusable with books under sus- 
icion as such, but such is its gary of mat- 
on and of men that soci iety is by no means & 
unit in pr it ‘ 'y dul!.” This 
has been privately printed for its author 
(not published), and, until the limited edition be 
t will be forwarded _—_ for $1.00. 
Sent to THE AUTH —_ at 403 Street, 
OLI, Philadelphia, P 





book mailed 
Patent and 
v.C. 
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peers. Write R. CARLETON, Omaha, 
Nev., for copyright lodge cut catalogue. 
Wen print me ceienne. booklets. circulars, adv. 
\ rite for prices. THE 
BLAIR Pra. CO., 514 Main St.. Cincinnati, O 
dit batalla on 
MEETINGS. 


HE annual meeting of the stockholders of 
the Kipans = nak Company, f for the elec- 





tion of Directors Jnapocto £lection, will 
be heid in the office of the Ri; ipans Chemical Com- 
10 Lary St., New rk, on Monday 


Yay, 1 


220’clock noon. CHAS. H. THAYER, 
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CLASS PUBLICATIONS. 
ARDWARE DEALERS’ MAGAZINE. § Circu- 


lation 17,500(©@©). 253 Broadway, New York. 
+++ 
cenareagge MACHINES. 


throughout the country. Send 
irculars. ee addressing at low rates. 
WALLACE & oo, urray St., New York, 
1310 Pontiac Blig., 308 Dearborn 8t., Chicago, Ill. 
pee: STANDARD AUTU ADDRESSER is a high 
speed adi g machine, run by motor or 
oot power. System embodies card index idea. 
Prints visibly; perforated card used; errors im- 
a operation simpie. Correspondence 80- 
icited. 


B. F. JOLINE & CO., 
128 Liberty St., New York. 
——_tor—_"—", 
RAPID ADDRESSING MACHINE. 


ee SALE—AT HALF PRICE—ONE NEW 
D ADDRESSING MACHINE, with all 
Pm 3 for envelopes or wrappers; also 
lettis ‘or making the stencils. Address 
ASHER, care se + Roebuck &Co., Chicago, 


ADDRESSES FOR SALE. 
yaa farmers new names; never used; 
written, $1; 500, fifty cents. Ld. 
DUNNING, anklin, Virginia. 
CARD :D INDEX SUPPLIES. 
4 Bars all we make. Ou Our prices are right. 
an 
STANDAND INDEX CARD COMPANY 
ittenhoure Bldg., Phila. 


ADVERTISING NOVELTIES. 











PIch YOUR WAY TO 
WHEELING, 


Gre WINDSOR, 


AT wanted to sell ad novelties, 254 com. 
3 samples, 10c. J.C. KENY ON, Uwego, N. Y. 





Wr for sample and price new compination 
Kitchen Hook and bill File. Keeps your ad 
before the nowsow ite and business man. E 
WHITEHEAD & AG Cu., Newark, 
Branches in all lange cities. ee 


Color Barometers. ™e" Eun be 
maiied in 6% envelope, penny oprah 

1.000. inclno — rint. Send 10c. for cai Ne. 
FINK & SUN, 5th ve Chestnut, Philadel 


PUBLISHING a casumaaee 
ou $100,000 ca; 


AV oT 
|S ig Aud editorial, financial or business ability? 
And want to make $100,000 into $500,000? 
Have a career and wit position! 
I can tell you how to do it - 
In New York City. 
With a splendid T ubitshing foundation 
Ina ~y — field 
Wai coming of amodern publisher. 


The rise ie is sti 
—_ gaplintle 
itatio 


The latest nov- 


Good profits a 
As well as high repu' 
Ly e — of the cases where 


‘whi Biandl per has been developed, 
rz will blandly sa 
i Shave done that.” 


rN iti ect foresight and sand. 
ible 


rete this i. ~ 
16 mag bey be your life Zpportunity. 
With evidende of re oat HVS AT and sincerity. 


Broker in Publishing P; 7, 
253 Broadway, New York. 
FOR SALE. 


[= HAVE ad = of “Inland Printers,” from 1895 t® 
“The American Printer” for five 


m.. Stace 4 Theos are valuable to any man act- 
vely encaged in _ beerfotion ng oftice,. Will sell 
them at regular nti on price. ress 


ANCHBANKS, 
so earl Street, N. Y. 
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) oe SALE — To close estate an established 
— weekly trade YS, Exclusive 

yo od plant. tion Pitts- 

eeded. One man can handle 


“ REPORTER,” 
713 House mis. ™ 
Pittsburg, Pa. 


r°ES SALE, at a_bar, Scott Ro Web 
and Folding bres, U._N. No. 1 


four or eight 20-inch columns; speed 12. 
hour. Has been used in — Globe office fo tor 
the past four as new, except 


ears ; 
natural wear. Bompiete : te stereo jing plant goes 
with it. a for selling, ci jon has out- 
pacity. If interested, address 
SOPLIN GLOBE UBLISHING CD, Joplin, Mo. 





TRADE Jo ORNALS. 


AKDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500 (O©). 253 Broadway, New York. 


66 Rt ESTATE,” Amsterdam, N. Y., circu- 
iation 3.000, for real estate dealers and 
owners; $i a year; names of buyers each month. 


siniecnencanllifasiaciosiiioe 
ADVERTISING MEDIA, 


10S CENTS per line for advertising in THE 
JUMIOK, Bethlehem, Pa, 


ay Bay Times, Richmond, Me. want ads 
es, 25c. each insertion. Copy fre 


Py BEE, Danville, Va. Only evening a 
field.” Average circ’n, February, 2 tory 


DVERTISERS’ GULDE, Newmarket, N.J. A 
postal card request will will bring sample copy. 


ARDWARE DEALERS’ MAGAZINE Circu- 
lation 17,500(@©). 253 Broadway, New York. 


HE svanGm. 


A NY person advertising in PRINTEKS’ INK to 
the amount of $10 or more is entitled to re- 
ceive tne paper for one year 
ERFECT copper half-tones, !-col.. $1 ; la! 
10c. per in. THE YOUNGSTOWN ‘ARC 
GRAVING CO., Youngstown. Obio. 


66 A TLANTIS,” the only daily Greek n 
A per in America; established 1894. One 
ays a copy; reaching a colony of 300,000 G iveeks 
n America. One inch daily costs onl — © 
- field easily and economically yomee 
HE REcorD is the Woman’s Home Companion 
of Troy and Central Miami County, Ohio. 
Only daily. Low-class medical, lost manhood 
monthly r fake liquor, ete., 
advertising barred. Send for sample copy. 
EARN SHOW WINDOW TRIMMING!—Full 
course of lessons for the country merchantin 
The Cincinnati Trade view. Send 25 cents 
for one year’s trial subscription. THE CINCIN- 
NATI TRADE REVIEW, LEW, Cincinnati, Ohio. 
RABTREE’S CHATTANOOGA PRESS, Chat- 
tanooga, Tenn., 50,000 circulation guaran 





proven; 200,000 readers. um 
Bouth for mail-order and general advertising. 
Rate, 15 cents a line for keyed ads. No proof, no 
pay. 


———_+9+—_—_ 

POST CARDS. 
|: fe —*e TONES made from photoare hs of ho- 
local views, business ae ings, etc., 


— for wdng on ang samnpl so print 
pet cards. » “eamples five eine 
TANDARD. en oo st) 


one.” 2 al 
TYPEWRITER R TER RIBBONS. 


for the ve — very best iter 
60 GENTS ii most —— “7 only 40 4 


rok 
4 you send two dollars for a coupon sheet of 
ive. 
CLARK & ZUGALLA, 100 Gold 8t., 
New York. 
—_ ++ 
IMITATION TYPEWRITTEN LETTERS. 
Patation Typewritten Le Letters of the highest 
grade. We furnish reno, petching 


ink 
free. Samples free. SMITH’ PTG. CO., 813 
Broadway, Toledo, Ohio. 


ELECTROTYPERS. 


W E make the electrotypes for PRINTERS’ Inx. 
We dothe slectrony ping tor some of the 
largest advertisers in the count Write us for 
rices. WEBSTER, CRAWF' OR ‘& CALDER, 45 
se St., New York. 
re 


PAPER. 


B BASSETT & SUTPHIN, 
45 Beekman St.. New York 4 
Coated papersa speciality. Diamond B Perfect 
White for high-grade catalogues. 


MAIL-ORDER NOVELTIES. 


Vv 7 RITE to-day for free ‘Book of Specialties,” 
an illustrated catalogue of latest imported 
and domestic me watches, plated jewelry, 
cutlery and optical goods—wholesale only. 
SINGER BROS., 44 Bowery, N. Y. 
+o 


MAILING MACHINES. 


HE DICK MATCHLESS MAILEK, lichtest and 

quickest. Price $12. “" J. VALENTINE, 
Mfr., 178 Vermont St., Buffalo, N, Y. 
‘iiciaicoliieiaatinatan 


ADVERTISEMENT CONSTRUCTORS. 


RED W. KENNEDY, 171 Washington St., Chi- 
cago, writesadvertising—your way—his way. 


rT.AILORS’ ADS—Something ne es * eit 
result getters. Sample free. E. 
Rutland, Vt. 


EW CUTS and advertising copy for your lins 
are cheap enough by our method. ART 
LEAGUE, New York. 


DVT. WRITING—nothing more. 
Been at it 14 years. 
JED SCARBORO, 
557a Halsey St.. Brooklyn, N.Y. 


OUR ADVERTISING written, planned, de- 
signed and = for $4.20 a month—any 
line of business. il send you four sample ads 
or couags for $1. 
J. H. LARIMORE, Westerville, Ohio. 


I I DO NOT BELIEVE 
that your em to Wealth of me would yond 
pave your way ealth beyond the drea: 

of avarice,” nor do I ask you to believe it—but 

I DO IMPLICITLY BELIEVE 
that such “salesmen ” as travel for you through 
the mails, 7. e., your Catal epee. Circulars, Book- 
lets, etc., mig ht be better “dressed ” and might 
—. “talc” better if I had the grooming of 
em—an 
I FURTHER IMPLICITLY BELIEVE 

that my ideas,as they would appear in your 
literature, would secure for you a sufficient in- 
ge = in the responses traceable to them—would, 
in short, “cut enough (extra) ice” for you to 
take the “sting” out ot ~~ bill for “ gumption- 
ing” the necessary 
Jots of men who read t ir column every week— 
ower miss it--who easily might— a , doubtless, 


‘humdrum ” conventions and 
kilp arid futilities in my work. I do not ex- 
pect any man who may think this aimed at him 
A pd Lame 2 cents’ worth of interest when 


ho.'3 3. FRANCIS 1. MAULE, 402 Samson St. ,Phila. 


—_——_ 
PRESS CLIPPINGS. 


Si one Press Clipping Bureau, Topeka 
Kan., covers Kan., Mo., Ark., Tex.,O. T. & 1. T. 
————- 


ILLUSTRATORS AND ILLUSTRATIONS. 


H SENIOR & CO., Wood E Wood Engravers. 10 Spruce 
e 8t., New York. Service good and prompt. 


HALF-TONES. 


EWSPAPER HALF-TONES. 
2x3, 75c.; 3x4, $1; 4x5, $1.60. 
Delivered when cash "accompanies the order. 
Send for samples 
KNOXVILLE NGRAVING CO., Knoxville, Tenn, 
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PREMIUMS, 
| ie El. meccge roods “es trade builders. saan 





A a others from ‘the foremost abae 
and wholesale aeaiers in jewelry and kindred 
lines, 500-page list price illustrated catalogue, 
pablisnet. annually, 33d issue now ready; tree. 
ERS CO.. 46w, 48-50 52 Maiden Lane, N.Y. 
—__+o+—_—__ 
ADVERTISING AGENCIES. 


Coonan AGENCY, 1 Madison Aye., N. Y. 
Medica! journal advertising exclusively. 


I W. KASTOR & SONS ADVERTISING COM- 
e PANY, Laclede Building, St. Louis, Mo. 


NOLDEN GATE ADVERTISING te 3400-3402 
Sixteenth St., San Franc Francisco, Cal 


HET Co., ‘Advertisin aeine, 44 Broad 
St., N. ¥. Private wires, ston, Vhila, etc. 


AIL order advertising & specialt. THE 
M STANLEY DAY AGENCY, Newmarket, N.J. 


M[SHE H. 1. IRELAND tl gua AGENCY, 
(Establish 
925 Chestnut Street, Philadelphia. 


say tty = co. Usa. 1895. Los 
Angeles, California . News “a 
magazine, trade paper advertising _— 


SOxnse ADVERTISING CO., Honolulu—Cos- 

mopolitan population makes our six years’ 

experience valuable. Newspapers, billboards, 
walls, distributing, mailing lists. 


A LBERT FRANK & CO., 25 Broad Street, N. Y. 
General Advertising Agents. Established 

1872. Chicago. Boston. Philadelphia. Advertis- 

ing of all kinds placed in every part of the world. 


ARNHART AND SWASEY, San Francisco— 
Largest agency west of Chicago; employ 60 
people; save advertisers by advising judiciously 
newspapers, billboards, walls. cars, distributing. 


{= surprising how much can be done in Can- 

mp ow a few pape rs well chosen and used 
to best ad ryt: solicit SING GENCY, 
THE DESBA TS ADVERTISING AGENCY 
Ltd., Montreal. 





a JERSE 


REIE ZEITUNG 


IT WILL PAY YOU TO USE 


THE FREIE ZEITUNG 


“New Jerse ae German Daily, 
junday an eekly, Newspaper” )— it 
reaches the bulk of the 100,000 proeper- 
ous German bu omy of Newark and vi. 





cinity. Write for Rate Cards. 
ESTABLISHED 1858 











3,000,000 


People in Philadelphia and 
vicinity. Advertisements in 


The Bell Telephone 
Directory of Philadelphia 


Have a persistency posi- 
tively unequalled. Times 
handled 


100,000,000 


——__+or- —— 
TIN BOXES. 

F you have an attractive, handy poenee you 
I will sell pone ad ge and get better prices for 

bem. Decorated tin boxes have a rich appear- 
aun don’t break, are handy, and preserve the 
contents, You can buy in one-half gross lots and 
at very low prices, too. the folks who 
make the tin boxes for Cascarets, Huylers, Vase- 
line, Sanitol. Dr. Charles Flesh Food, New-Skin, 
and, in fact, for most of the “big .” But we 
pay, just as much attention to the “little fellows.” 

tter send for our new illustrated catalog. It 
contains lots of valuable information, and is 
free. AM#KRICAN —"s COMPANY, 
Verona Street, Brooklyn, ie largest 
maker of TIN BOXES outside the Trust. 


BUILDING A WANT-AD BUSI: 
NES 




















INDIANAPOLIS, INp., April 27, 1905. 
Editor of Printers’ INK: 

No doubt you would be interested 
in knowing how the classified advertis- 
ing of the Star was increased from; 
one-half column daily to twenty-five 
columns during a period of eighteen 
months. 

On October 15, 1903, the Indianapolis 
Star carried one-half of a column of 
want advertising; this seemed to be 
about all any Indianapolis daily paper 
except the News was able to carry. 

A campaign of Soliciting the real 
estate and financial advertiser was 
started. They were induced to make 
contracts for large space to be us 
within one year. <A_ sight discount 
from the cent a word rate furnished 
the necessary incentive. 

After the contracts were made with 
a few of the largest firms and leaders 
of advertising they were called upon 
daily for copy. When the smaller firms 
saw the larger oan using the Star it 
was little troubie to line them up. 

After once getting these advertisers 
started, weekly contests were run in 
the classified columns attracting the 
readers’ attention to the want page. 

These contests were of a nature 
which required the use of a picture of 
some real estate advertiser in each 
contest. This created a strong friend- 
shin between the advertisers whose 
pictures were published and the want 
ad department, 

Memorandums of important real 
estate transfers were given space in 
the paper and a mention made of the 
firms through whom the transfers were 
made. 

After once getting this.class of ad- 
vertisers started a move was ) 
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build up the other classifications. This 
was effected by the establishing of one 
hundred sub-stations where want ads 
and news items could be left for the 
Star and a force of collectors on 
wheels gathered up the advertisements 
and news items every evening. 

The pictures of the sun-stations were 
run (one each day) in the Star. This 
advertised the druggists as well as the 
Star want ads. 

A number of solicitors were put to 
work - canvassing the rooming and 
boarding houses and following up the 
advertisements appearing in other pa- 


pers. 

While the real estate dealers and 
other local advertisers were being so- 
licited daily for copy, advertisements 
appearing in foreign papers were so- 
licited with a short letter telling of the 
progress the Star was making and 
the results which were being received 
through the want columns. A 

The classified advertising solicitors 
receive their calls for the day’s work 
each morning at 8.30. 

These calls are in the form of sma! 
slips of paper—it is the duty of each 
solicitor when calling on the pros- 
pective advertiser to make the follow- 
ing memorandums on the slip bearing 
the name of the prospective advertiser. 

In the office is kept a file where 
these slips are kept after a ca!l 
been made, and after having been prop- 
erty marked. There is also kept in the 
office, a card bearing the name of each 
prospective advertiser and such infor- 
mation that the solicitor’s slips con- 
tain. 

These cards show what paper the 
prospective advertiser uses, if any, and 
information which will assist in 


any 
determining just how the party feels 
toward the Star and other Indian- 


apolis newspapers. 

The ca‘ls are composed principally 
of advertisers using other mediums. 
Before these calls are given to the 
solicitor they are marked by the office 
to show whether the advertiser has 
ever advertised in the Star. 

Other calls are made of advertisers 
who voluntarily leave advertisements 
at the Star office. The latter calls 
are given the best possible atten- 
tion, for the battle is half won when 
the advertisers are once started. 

All calls are expected to be seen the 
same day given to the solicitors, and 
under no circumstances is a call left 
unseen for a greater length of time 
than three days. 

The solicitors turn in all their calls 
at night except those found “ovr,” 
and if the “our” is not seen the next 
day it is turned in with the rest of 
the calls. : 

When “back calls” are given to the 
solicitors, they are instructed to see 
the advertiser on the day designated. 

Inducements are offered to the so- 
licitors to furnish ideas for promoting 
the “want page.” 

The following points are impressed 
on the minds of the solicitors and acted 
upon as the occasion demands. 

bag should be studied each 
day a new soliciting point picked 
out. To use the same argument over 
and over soon causes one to get in a 
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rut and to loose interest in the subject. 

The paper should be studied each 
day for news items, feature articles and 
editorial policy, and the point kept in 
mind that circulation brings results, 

hen a solicitor comes in contact 
with some one who would prefer dis- 
play advertising or inquires about the 
display rates, a memorandum is made 
of the name, and after telling him that 
he does not represent that department, 
the advertiser is assured that he_wit:l 
receive tne desired information, It is 
then reported to the office. 

MARKING OF SLIPS. 

Information is given on the slips 
when and by whom the call was made, 
and what success the solicitor met with. 
This information is written on the slip 
when the call is made, before another 
party is seen. No excuse is accepted 
for the violation of this rule. . 

When a solicitor has called on an 
advertiser a number of times and for 
some reason fai’s to secure the busi- 
ness—the final call is marked ‘'l 
signed by the solicitor with the date 
when the call was made. The call is 
then then turned over to another solic- 
itor after a time has elapsed sufficiently 
long enough for the advertiser to re- 
consider his proposition. 

Calls not on slips can be made on 
parties by the solicitor who in the 
solicitor’s mind might be secured for 
an advertisement only after a call 
blank has been made out at the office 
and returned to the solicitor bringing 
said call in. This avoids more than 
one solicitor calling on the same man 
the same day. 

For instance, in the evening paper 
there might appear a new advertiser. 
Every solicitor will naturally start at 
once to secure the advertisement for 
the next issue of the Star. To avoid 
more than one solicitor calling on the 
advertiser and ibly killing what 
chance there might be in securing the 
advertisement, each solicitor desiring to 
call on him must telephone the want 
ad department, inquire whether such 
an ad has been left at the Star office, 
and whether or not it is being handled 
by another solicitor. 

In every instance the first solicitor 
telephoning is given the call providing 
the advertisement has not wy re- 
ceived over the counter, 

The calls given the solicitors are 
kept cleaned up. If not enough, or 
too many is given, some is reported to 
the office. 

Where it is necessary to make a 
second call, in order to secure an ad- 
vertisement, a date is made with the 
advertiser and same is recorded on the 
slip. When the date arrives, the call 
is turned back to the original solici- 
tor. All memorandums are accompan- 
ied with the solicitor’s initials and date 
of call. 

Under no circumstances does the s0- 
licitor take advertisements at a lower 
figure than the card rate. 

The Star is now carrying more than 
one fu'l page of want ads daily and 
more than twenty-five columns Sunday. 

Yours truly, 
. S. Newman, 

Manager Classified Advertising, Star 

League. 























NOTES. 


THE popular brown suitings for men 
now being featured by clothes shops and 
tailors everywhere are shown in a neat 
folder entitled ‘‘Brown Studies,” from 
the McCarthy-Evans Tailoring Company, 
St. Louis. 


ANOTHER of the large electric com- 
panies to advertise by means of a 
monthly bulletin is the Public Service 
Corporation, Newark, N. J., which  is- 
sues a fine little magazine called Light 
and Power, 


Some literature advertising commercial 
stationery, from the Reformer Print 
Shop, Brattleboro, Vt., is conspicuous 
for completeness, as it sets before the 
reader specimens of letter-heads, etc., 
as they look when printed in various 
styles. Prices should have been added. 


A BOOKLET on home decoration, giving 
comprehensive wall paper and _ color 
schemes for every room in a large house, 
is distributed through retailers by the 
Alfred Peats Company, Chicago, New 
York and Boston. Tastefulness has 
been secured with a reasonable cost for 
printing. 


“WINTER Voyages to Summer Lands” 
is the latest catalogue of the Hamburg- 
American Line’s many cruises. Con- 
venient for the pocket and bound in 
beautiful tinted covers, its mninty-six 
pages give a mass of interesting in- 
formation about foreign countries, 
copiously illustrated. 
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Tue latest mail order catalogue of 
men’s clothing and fittings from ¥ Blach 
& Co., Birmingham, Ala., is as complete 
as its predecessors, and combines light 
mailing weight with good typographical 
make up. 





A BOOKLET on the preseription depart- 
ment of P. B. Knapp & Sons drug store, 
the store at 362 udson street, New 
York, that has dispensed more than a 
half million prescriptions since 1839, 
is short, pithy, informing and as con- 
vincing as a booklet of that character 
could well be. 


“Tue Credit Man and His Work” re- 
cently published by the Book-Keeper 
Publishing Co., Detroit, is_a 360-page 
treatise on this subject by E. St. Elmo 
Lewis. It covers many technical ques- 
tions, and deals with credit law, insur- 
ance, ratings, the credit man’s relation 
to the selling force, etc, in a way 
befitting such a subject. 


“SANITOL,” the dentifrice made by 
the Sanitol Chemical Laboratory Com- 
pany, St. Louis is noteworthy for the 
connection with dentists and sound den- 
tal instruction used in connection with 
its advertising. A recent booklet about 
the product is a complete treatise on 
the teeth from infancy to old age, with 
a wise subordination of ‘“Sanitol’’ itself 
that take away from it the air of having 
been writen solely for advertising pur- 
poses. Another booklet for the dental 
profession describes antiseptic methods 
of bottling, the formula, the action, etc, 
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ADVERTISING IN LEADING WEEKLY MAGA- 
ZINES DURING MARCH. 


Totals for March, 1905: Cols. Lines 
WOMGG iv .caaes csa0<ec 


cocee 267 46,030 
Saturday Evening Post.. 236 40,381 






Town Topics........ 
Scientific American. 
Christian Herald... 
BURA eaavisasc. 004% 


331325 
27,020 
see 26,871 
coves 121 24,098 
ecoce 137 23,634 
soeee 154 21,651 
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For advertising rates address 


VOGUE, 364 Fifth Ave., N. Y. City. 





‘vowcanaea 








BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 


The text of the advertisement 
marked No. 1 tells us that it is as 
easy to clean a carpet or a rug 
with Carpo as it is to scrub a 
floor. The facts in the case are 
that you don’t have to take a rug 
out in the streets in order to clean 


+ Fou don't have to send 
your rugs or carpels 
a ‘ / to the clcaner, You 
can do better work at home at one-tenth the ex- 
pense and be sure that material will not be injured 
nor colors faded. 
“It’s as easy to apply CARP O as to scrub a floor. 
i scape fa hot or cold water we guarantee 
the results will be certain and satisfactory. 
Ask your dealer, or send us his naine and 10 cents 
for a sample cake, postage paid. 
CARPO SOAP CO., Decatur, III, 


No.| 


it, and the illustration of this ad- 
vertisement shows a woman 
scrubbing a rug out in the street 
—or perhaps on a lawn, At any 
rate the background shows what 
is evidently a fence and some 
growing plants. This cannot be a 
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COMMERCIAL ART CRITICISM 


INK WILL RECEIVE. 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 





33 UNION SQUARE,N.Y. 


FREE OF CHARGES 





the rug very small, and making 
the name of the article advertised 
indistinct? A preparation for 
cleaning rugs and carpets is the 
article advertised, and fences and 
potted plants have nothing to do 
with the case. An_ illustration 
like No. 2 strongly displays the 
name of the article and shows its 
use in the clearest possible way, 
with no side issue to complicate 
and confuse matters. 
* * Pa 


Gas Department of ths 
Service Corporation of 


The 
Public 


New Jersey is doing some excel- 
lent advertising for the purpose 





The Gas Range has 

tionized cooking. 
The girl who takes her 
first lessons inthe culinary 
art to-day experiences few 
of the failures that char- 
a her mother’s 
first attempts. Shecanreg- 
ulate the heat of her Gas 
Range without trou- 
ble, She is free from 
the old discomforts 
of coal-hod and 
ashes. She can pre- 
pare a three course 
dinner in one-third 
the time formerly 
We sell 


Py 
























No.2 





room, for in proportion to the rug 
and the woman a room of that size 
would be as big as Madison 
Square Garden. What particular 
use was there in running in this 
foggy background, thus making it 
necessary to make the woman and 








Ranges from $9.50 
to $15 00, $2.00 
down and $2.00 a 
month; Connections 












of selling gas 


ranges on easy 
terms and thus increasing the 
consumption of gas. Newspapers 
throughout the State of New Jer- 
sey are being used and the copy is 
five inches double column—well 
illustrated and displayed and full 
of solid sense. Mr. C. W. Lee, 
the advertising manager of the 
Public Service Corporation, is ihe 
man responsible for this intelli- 
gent campaign. One of the ad- 
vertisemnents referred to is repro- 
duced herewith. 


x * » 
The Edson Manufacturing 
Company advertisement shown 
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here appears in the April Rudder. 


This is an excellent example of 


strength and attractiveness.. The 





Steering 
Gears 


Have Stood the Test’ 
of Time for nearly 


Fifty Years 


This fs because 
the most 36 





Edson 
saneipotaring 





advertisement is well balanced, 
the drawing of the ship is bold 
and vigorous, and the display of 
the text is such as to make it easy 
reading. 

* * * 

Here is a neat looking little ad- 
vertisement of the Hardman 
piano which occupies thirty lines 
in the May issue of Success, The 
appearance of this advertisement 
is all that it has to recommend it. 
The word “Hardman” is display- 
ed in an exceedingly strong man- 
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ner but the advertisement, con- 
sidered as such, is nothing but 
bare publicity and not worth one- 
tenth of the cost of the space it 
occupies, It makes no statement 
concerning the merits of the pianio, 
with the exception of the alleged 
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3 : “Improves with use” : : 


Write for Catalogue 













= Haroman. Peck & Co. 
i FythAve & (9% St, New York 
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fact that it “improves with use.” 
It is better to utilize space with 
statements which sound reason- 
able, even if they are not quite 
so strong and all-comprehensive 
as the statement made in this ad- 
vertisement. 


NOTES. 


FINnE-SCREEN half-tones, printed on 
enameled cards, show more than fifty 
articles of fur made by the John Ruszits 
Fur Co., 73 East 11th street, New York 
City. “The collection makes an imprcs- 
sive novelty to send to the trade. 


THE prospectus of the Sheldon School 
of gprs Chicago, is a forty- 
eight page boo iet giving a good deal 
pe matter about the value of an educa- 
tion in scientific selling, but not as much 
matter as one could wish regarding the 
school’s exact methods. 


A BooKLet on Sable Leather Belting, 
from the Schultz Belting Co., St. Louis, 
enters directly into matters of tanning, 
fibre, elasticity, wearing quality, etc., 
giving tests by which anyone interested 
in belting can determine which is good 
copy and which the reverse. The text 
was prepared by the advertising copy 
department of the American Machinist, 
and bears that definite “straight talk’ 
uality distinguishing most of the pro- 
ducts of Mr. Hill’s bright young men. 


Day” is a novel booklet showing the 
territory covered by the Brooklyn Ranid 
Transit System, and demonstrating the 
value of advertising space in its cars. 
This system comprises 1,500 surface 
cars on 54 separate lines, and 500 ele- 
vated cars on nine separate lines, with 
140 stations. Every day 150,000 miles 
are covered and 1,500,000 passengers 
carried. The advertising on this. the 
largest plant of its kind in the world, is 
now controlled by the Inter-City Car 
Advertising Co., Brooklyn. 
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WHY STUDY PROOF-READNG ? 


Lin a -reading is a profession at which 
Pig le earn money—not a princely income, 
is — pat ag salary 
‘k calls for education, and appeals 
m. M9 ot refinement. 
audition to that,a knowledge of proof- 
reading is convenient and almost necessary 
to everyone who has to do with preparation 
of copy for the printer. This means adver- 
tisement writers, authors, newspaper men, 
publishers and even stenographers and 
others doing office work. 


THE INTERCONTINENTAL COR- 
RESPONDENCE UNIVERSITY 


offers a course in Proof-reading, taught = 4 
oo intelligent and well graded, whic 
be in twenty lessons, and 
pred which I — ¥ to write to you. 
E interested in Proof- 
meet that the I. C. U. offers 
panna of ouay n Be ee of human 


progress, is desc: 
“THE PERSONAL “STATEMENT OF 
PRESIDENT” 


which I ont ~ a to send to you. with 
m cepa ty eit you will write to me. 
¥. ite to me in the secure confi- 
dence > your request will not lay you 
oe to the call of e solicitor or agent, as 
Cc. U. — neithe 
Yours for knowledge, 


for the’ the awn 


Write me at 
1051 I. C. U. Building, Washington, D.C. 

















Send for a copy of the 
May 6th issue. 


Che Sanday Ayo! Gane 


It contains an announce- 
ment which, later, will in- 
crease its circulation bymany 
thousands of regular sub- 
scribers. 

Regular advertisers will 
get the added value of many 
thousands of added circula- 
tion. 

Write to us for full in- 
formation. 


If you will ask us we will plan to 
make The Sunday School Times most 
effective in helping to solve your 
special advertising problem. 

We shall be pleased to hear from you. 





THE RELIGIOUS PRESS ASSOCIATION, 
901-902 Witherspoon Bldg-. Philad’a, Pa. 








charges were 65 cents. 


credit. Address 





17 Spruce St., - 


“VALUE RECEIVED.” 


We have learned by experience that you always give us “‘ value received.’? 


Every ounce of ink that leaves my shop carries a guarantee that 
the purchaser must be satisfied with his bargain, otherwise I am to 
refund the money and reimburse him for all transportation charges. 
Oftentimes I have lost money through exchanging, but my reputa- 
tion must be upheld at all hazards. 
cently bought 10 Ibs, of book ink at 20 cents a Ib., and on trying same, 
They returned it and the freight 
I sent on another lot in exchange and 
prepaid the charges amounting to 60 cents, making a total of $1.25, 
and leaving me 75 cents out of a $2.00 sale. 
my reputation with the customer, even though my pocket suffered. 
All I ask is a trial order, and the printer can be judge and jury. 
Send for my price list and compare it with what you pay for inks on 


found it too heavy for their use. 


PRINTERS INK JONSON, 





Courter, Rochester, N. H. 



















The Franklin Ohio Mews re- 









However, I retained 

















New York. 
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How to get the full value of advertising by rightly 


BUSINESS AND STORE MANAGEMENT. 


, and how 





ducting the b 


to make business more profitable by a judicious system of advertising. 


Subscribers are invited to ask questions, submit plans for criticism, or to give their 


views upon any subject discussed in this department. 
anagement, Printers’ Ink Publishing Co., 10 Spruce St., New York. 


Store 





Address Editor Business and 








J. M. Erters & Co., 
Importers & Jobbers of Saddlery Hard- 
ware, arness Leather and 
Saddle Stock. 

335 Main Street. 
CincinnaTI, O., April 18, 1905. 

Editor of Printers’ INK: 

Your last copy just to hand. I notice 
under ‘‘Ready Made Advertisements,” 
the remark: Few iines are so little or 
so poorly advertised as the Harness and 
Vehicle lines. 

We do a mail-order business entirely. 
Issue a_ 5th Catalogue, 9x12 in., 525 
pages. Printers’ INK has been an in- 
valuable assistant to us in developing 
ideas for such advertising as we do 
directly with our customers. Our 
policy is to hammer away constantly at 
the catalogue, and by card system keep 
in constant correspondence with cus- 
tomers. It is true, retail harness and 
vehicle dealers are away behind on 
advertising their goods properly. I have 
tried to encourage it among some of 
our retailers, and have taken a little 
hand at it myself in the hope some of 
our customers would take up with the 
> ae and let themselves be heard a.nong 
the harness and vehicle using public. 
I usually mail the copies of Printers’ 
INK to some customers explaining the 
benefits to be derived from _ their 
a and study. Harness and ve- 

icle men I find are usually all clumsy 
with the pen and wou'd rather put 
away a ton of coal than write a few 
lines of thought. There is hope, how- 
ever, they will get awakened some time 
and will remind the world that ‘‘auto- 
mobiles,” are not absorbing a'l the 
recreation-loving public’s attention. 

I inclose page of the Harness World, 
showing a few of my attempts, In 
several other issues were published 
sample ads of harness and price quo- 
tations. I will try to get copies of 
them and forward you for considera- 
tion. I have no time for this gratui- 
tous work but would like to see the 
harness and vehicle dealers waken up, 
and if you have any suggestions to 
make as to “How” it might be done, 
I will gladly assist with my limited 
ability. Among our customers we have 
at least 500 wide-awake men who might 
be stirred up in this matter; men who 
have the ability to learn to write their 
ads if once they got a taste of doing 
it and reaped a little of the benefits. 


Will send the list if any use to 
you, Yours with respect, 
J. M. Ervers. 
The manufacturer or jobber 


who helps his customers to sell 
the goods they buy of him by fur- 
nishing copy or suggestions for 
good ads, draws his customers 


closer to him and at the same time 


increases the consumption of his 
particular brands. It costs mighty 
little to have a good series of ads 
prepared covering the various ar- 
ticles in the line, or at least the 
leaders, and the manufacturer or 
jobber can well afford to send 
every customer a set of printed 
proofs and to sell electros of the 
ads at actual cost or even give 
them away; for the average deal- 
er will use the ready-made ad 
rather than go to the trouble of 
preparing copy for himself, espe- 
cially if the ready-made ad 
is well written and attractively 
displayed. Such ready-made copy 
will often make an advertiser of 
the non-advertiser who lacks the 
time or the “know how” to write 
ads, and will lead many retailers 
to change copy with greater fre- 
quency, to the benefit of himself 
and his source of supply. By this 
method, the manufacturer or job- 
ber may easily get very wide and 
effective publicity for his own 
brands among actual consumers 
at no cost for space, and practi- 
cally none for copy, and his copy, 
appearing in local papers over the 
signature of a local dealer, not 
only carries the dealer’s endorse- 
ment of his goods, but, unlike 
general advertising, sends the 
consumer straight to the dealer 
who has his goods in stock. This 
is a good scheme to work, even 
among dealers who advertise reg- 
ularly and well, because the re- 
tailer will often use good strong 


phrases that are put into his 
mouth, so to speak, when he 
would otherwise never think of 


them or hesitate to use them if he 
did. It will lead to better adver- 
tising of those particular brands, 
because the manufacturer with 
only one or two lines to think 
about will naturally be more fa- 
miliar with the good points of his 
goods, and therefore present thens 
more effectively, than will the 
dealer who has many other ar- 














56 
ticles to consider in connection 
with his advertising. And, then, 
the busy retailer at whose elbow 
somebody from the newspaper is 
clamoring for copy, will hand out 
the ready-made copy or electro, 
when if he were to write a new 
= he would feature something 
else. 

But the manufacturer or job- 
ber should not be too greedy and 
claim the dealer’s entire space for 
his own lines. He should always 
tack on at the bottom, perhaps in 
smaller type and narrower meas- 
ure, some mention of the other 
lines which are ordinarily found 
where his own are sold. For 
instance, if he is selling a horse 
blanket by a distinctive name, let 
him push his blankets for all he 
is worth in the greater part of 
the space, and, down at the bot- 
tom, say something about the 
dealer’s line of harness and ve- 
hicles, harness repairing, etc. If 
it happens that some dealers who 
sell his blankets do not sell ve- 
hicles, it is easy enough for them 
to cut that word out of the copy, 
or for the printer to take it out 
of the electro and _ substitute 
something else if desired. The 
ad below which was prepared by 
Mr. J. M. Eilers, presumably for 
one of his customers, illustrates 
this point very well: 


A BLANKET FOR YOUR HORSE 


pays big interest by saving feed, pre- 
serving hea'th and increasing “horse 
service. Every man works best when 
comfortable—so does a_ horse. A 
blanket for the horse is indispensable— 
one kind for the stable and one for 
the street use. I have both kinds—the 
“never pull off” kind for use in the 
stable, at 75 cents, and the “warm, 
well fit and well wear” kind to use in 
the street and as a lap robe, at $1.35. 
YOUR HARNESS 

Don’t neg'ect them until too late— 
waiting until to-morrow may cause 
an accident to-day. When repair 
harness you can feel safe with them in 
— 





like to be consulted about horse, 
Pm E... and stable goods. No charge 
for the consultation. 

HERMAN BOCK, 


2389 Glenway Ave., Cincinnati, O. 


The headline might have been 
stronger if it had expressed the 
feed-saving idea, something like 
this, “A Good’ Horse Blanket 
Saves Feed,” but it is a good ad 
just as it stands, as‘ are also the 
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two below, chosen from five of 
Mr. Eilers’ very commendable ef- 
forts appearing in the Harness 
World, a monthly trade paper 
published at Cincinnati, O.: 


Are You Safe 
Driving With 
Your Old Harness? 


Better look un the matter and avoid 
any possible accident because of worn- 
out straps or buckles. A stich in time 
may save a life—your horse and buggy, 
too. 

I call for repair work and deliver 
promptly to any place in the city, 

The ’Phone will bring me. 








‘‘Every Horse 
Deserves a 
Good Harness.” 


One that does not chafe or pinch in 
any of its parts. With such a harness 
the horse feels better, works better, 
and lives longer. I have studied har- 
ness work all my life, and guarantee 
a perfect fit of every strap and string 
I make. 


Does your harness ned repairing? 
I will call for and deliver the work 
to any part of the city. ’Phone me. 





It will be noted that neither of 
these mentions any particular 
brand, and that one of them is 
devoted to repair work alone. 
This suggests the possible useful- 
ness of including in every series 
gotten out by the manufacturers 
to advertise his own _ goods, 
through the retailer, a number of 
general ads for lines of goods 
which he does not make, and for 
repairing or other services which 
a dealer in such lines generally 
renders.. There may be nothing 
new in these suggestions, to many 
of you, for hundreds of manufac- 
turers and jobbers are putting 
them into practice with profit; but 
the fact remains that they might 
be more widely employed with 
benefit to all concerned, and that 
there is a chance for marked im- 
provement in the methods of their 
application. Each manufacturer 
or jobber should adapt the scheme 
to his own particular require- 
ments, instead of copying some- 
body else’s system, because it has 
been successful in a different line; 
and by careful study of the pos- 
sibilities, and the retailer’s needs 
as well as his own should produce 














a series of ads which will be dis- 
tinctive and, if possible, better in 
some important detail than his 
competitors. Such a scheme or 
system should be presented to the 
possible customer as one of the 
reasons why he should buy the 
brand or brands of goods it ad- 
vertises. Mr. Eilers’ other ads, as 
they appeared in the Harness 
World, have been turned over to 
the Ready-Made Ad department 
for reproduction, his letter having 
been diverted from that depart- 
ment because it brought up a 
problem of importance in business 
management as related to adver- 
tising, and one that should be of 
‘much interest to readers of this 
department. 
* * * 

Among the direct advertising 
put out by J. M. Eilers & Co. to 
keep them in touch with dealers 
is a series of blotters, sent out 
at the rate of three a month, one 
of which is sent to this depart- 
ment for criticism. This blotter 
contains the matter reproduced 
below, with an illustration of a 
man in an apron, turning a grind- 
stone: 





“OFF THE GRINDSTONE I'LL 
KEEP MY NOSE,” 
writes one of our patrons, “and 


order all my hardware from your cat- 
alogue.” It kept him worried, he said, 
paying big bills ordered from travel- 
ing salesmen, and he often found it 
necessary to sacrifice surplus goods to 
get the “wherewith.” 

When you order from us, through 
our catalogue, you don’t accumulate 
over-stocks; you have no goods for 
sacrifice; you pay smaller bills and 
have money in the bank. 

J. M. EILERS & CO., 
Cincinnati, Ohio. 

Hardware and Harness 

ather. 


Saddlery 





WEATHER FORECAST FOR 
JANUARY. 


1-2 cold, 3 changeable, 4-5 rain or 
snow, 6-8 clear. and cold, 9-11 cloudy, 
12-14 fair, 15-17 mild, 18-19 change- 
able, 20-22 snow, 23-24 clear and cold, 
25-26 cloudy, 27-28 rain, 29-31 clear. 





The argument is very good and 
the whole thing is all right so far 
as a blotter goes, but in my hum- 
ble opinion the blotter isn’t worth 
two whoops in the hot place as an 
advertising medium. Within the 
past ten days I have asked half a 
dozen or more business friends 
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who receive and use advertising 
blotters from time to time, to 
name, off-hand, a single adver- 
tiser so represented or even to 
tell me a single phrase appearing 
on blotters recently received. Not 
one of them could do it. In one 
case I approached the desk of a 
friend, reversed a blotter which 
laid print side up just as he had 
placed it after using, and asked 
him whose ad it bore. He gave 
it up. Then I asked what it ad- 
vertised, and he couldn’t even 
hazard a guess; and when, as a 
last resort, I inquired as _ to 
whether it bore a cut, he couldn’t 
tell even that. All he could remem- 
ber about it was that it had just 
come in that morning. He failed 
to remember any more about 
blotters that had been on his desk 
for some time. The stenographer 
who sat at an adjoining desk vol- 
unteered the information that she 
had a very handsome blotter, but 
on being interrogated could re- 
member only that it bore a pretty 
head, in spite of the fact that it 
contained only a few words and 
she had just been looking at it. I 
am inclined to think that the sys- 


tematic correspondence which 
this firm has done is responsible 
for maintaining their volume 
of business, while business has 
fallen off with others’ in 
their line. The blotters may 
have helped some, but I doubt 


very much if they have helped in 
proportion to their cost. I believe 
that a monthly calendar with a 
few words very much to the point 
is a great deal better than the 
blotter—more likely to be stuck 
up where not only the recipient 
but callers will see and read it. 
But even this must be out of the 
ordinary to be really effective, 
and is not by any means to be 
recommended in all cases. 
oo————— 

A FINE 100-page book from the Daily 
Mining Record, Denver, describes that 
paper’s unique clientele of investors and 
mining men, as they are of value to the 
advertisers, and gives many views of its 
plant, portraits of its managers and em- 
Ee. eaitors and correspondents, etc. 
A large number of letters from adver- 
tisers are also reproduced, and the 
whole exhibits the advertising status of 
“the only daily mining newspaper in the 
— in a way that is convincing and 
clear, 
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READY-MADE ADVERTISEMENTS. 


Readers of PRinTERS’ INK are invitedto send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








W. W. Mann & Co., 
(Svccessors to Samuel Mann) 
General Merchants. 
STITTSVILLE, OnT., April 20, 1905. 

Printers’ Ink, New York: 
GENTLEMEN—Inclosed find issues 
Nos. 1 and 2 of our store paper which 
we call the “Home Economist.” 
We would be pleased to have your 
opinion as to different ways we can 
improve on these, in issuing No. 3. 


hanking you in anticipation, we 





are, Yours truly, 
W. W. Mann & Co. 
The “Home Economist,” a 


house organ representing the gen- 
eral store of W. W. Mann & Co., 
Stittsville, Ont., Canada, and is- 
sued “now and then,” is quite in- 
teresting aside from its presenta- 
tion of goods and prices, which, 
as its name indicates, are intended 
to be its most interesting features. 
Number one of volume one, for 
instance, covers the past, present 
and future of Stittsville, even tak- 
ing note of the existence of com- 
petitors, and also includes an es- 
say which took the first prize in a 
competition recently conducted by 
the firm calculated to draw out 
the best answers to the question 
“Why Should I Deal at W. W. 
Mann & Co.’s Store?” The bulk 
of the space, however, is given to 
goods and prices, as it should be, 
there being just a few touches of 
local coloring here and there to 
help keep the interest up. Regu- 
lar customers of the store have 
the privilege of advertising in the 
paper without charge under the 
heads of “lost,” “found,” “want- 
ed” or “for sale.” Some space is 
also given to arguments for 
spending money with the home 
merchant, all good, but none, pos- 
sibly, that are new to the readers 
of Printers’ INK. All in all, it 
is a very excellent store paper, 
and if, as I suspect, the town is 
too small to support a local paper, 
this one with its bits of local 





news, generally sprightly talk and 
Stittsville date line, ought to get 
a great deal of attention. The 
store paper often proves to be a 
luxury, especially in towns where 
a good local paper reaches prac- 
tically everybody at a reasonable 
rate; however, there are times 
and places where it exactly dove- 
tails with the retailer’s publicity 
needs and proves a good medium 
—effective and low priced. Here’s 
one of the sensible seasonable ads 
from the “Home Economist :” 





YOUR SEED ORDER. 


We want it because we need it and 
have the right kind of seeds with which 
to fill it, 

Government inspection counts for 
something. We have had samples of 
all our seeds inspected at the Experi- 
mental Farm, Ottawa, and will be 

leased to show you the report we 
ave received on the same, 

In the purchase of our seeds we 
have selected the best lines procurable 
and in setting our prices we have plac- 
ed good seeds at the prices many are 
asking for an inferior grade. 

Since setting our prices, we are ad- 
vised of an advance of two to three 


cents per gag Covers, as there 
seems to be quite a scarcity of the 
ong Buy ear-y. (Prices followed 
ere. 





It would be difficult to suggest 
ways for improving the forthcom- 
ing issue of this little paper with- 
out knowing more about the con- 
ditions under which it is publish- 
ed. It is very good along its 
present lines, but, if there is no 
local newspaper, it might be well 
to give more attention to local 
events of importance and to de- 
vote some space to advertising the 
town itself in the hope of bring- 
ing new people in. See what ad- 
vantages the town offers, what 
opportunities for new enterprises, 
then use your paper to tell of 
them and help yourself and your 
town at the same time, not only 
by seeming, but by actually being, 
a public-spirited citizen, 

















PRINTERS’ INK, 


Racing, Wis., April, 14, 1905. 
Printers’ Ink, New York: 

Dear Sirs—Your very stimulating 
letter and complimentary notice in 
Printers’ INK April 12, in the de- 
partment of “Ready Made Advertise- 
ments” received, and read with much 
interest. 

We are very glad to have our work 
so highly commented on, and especially 
from a paper like yours, that works 
from so cy fo wee a standpoint, no 
flattery, just business, 

Yours very truly, 
L. D. Mitter & Co. 





_~< 

That is exactly right—there is 
no room in this department, or 
elsewhere in PRINTERS’ INK, for a 
word of undeserved praise. These 
pages are often most helpful when 
least complimentary, and with 
this purpose to be helpful always 
in mind, the “Ready Made Man” 
feels obliged to say that the ad 
accompanying the above letter and 
reproduced below is not nearly 
as good as those reproduced in 
the April 12 installment of this 
department, though still well out 
of the usual mortgage-ad rut. 





MONEY FOLKS. 

We are growing because we are giv- 
ing good service, and we would like 
to have a chance to show you that this 
is soa ; f 
Our old customers continue sending 
us new ones. That is the best reason 
for you to accept our invitation to do 
business with us. ; 

First Mortgage and six per cent in- 
terest is the best investment you can 
make. We have them for sale. 


L. D. MILLER & CO., 
431 Main St., Racine, Wis. 
Under Merchants’ Hotel. 


An Unusual Wall-paper Ad. From the 
Grand Rapids, Mich., Herald. 


“The Forest of 
Arden.” 


Have you ever seen a 
Grand and Majestic forest of 
trees dressed in nature’s ex- 
quisite colorings? 

Come to our store and let 
us show you a beautiful 
Wall Paper design of 1905, 
called by the above name. 
Also a host of other patterns 
which are beautiful beyond 
description. 

Our Paper Hangers are Men 
of Experience, 


HARVEY & SEYMOUR 
COMPANY, 








59 Monroe Street, 
Grand Rapids, Mich. 











Little Advertised. From 
Leavenworth, Kans., Times, 





Are You Going 
To Build? 


If you are do you realize 
that a brick house is the 
cheapest in the long run; 
that it requires fewer re- 
pairs; that it lasts longer in 
this climate where wood de- 
cays so quickly; that it is the 
warmest in winter and the 
coolest in summer? Just 
think these things over and 
then let us figure with you 
and ‘show you how cheap 
we can furnish you the 
brick for your building. We 
make all kinds of building 
and paving brick, 


PITTSBURG VITRIFIED 
PAVING AND BUILD- 
ING BRICK CO., 


Leavenworth, Kan, 
J. J. Nesch, Mgr. 





Seasonable and Sensible. 


From 
Washington, D. C., Star. 











Dry-Air 
Refrigerators Not 
Only Preserve | 
Food Properly, 
But Save Ice. 


We are demonstrating 
what a truly dry-air Refrig- 
erator is—how matches and 
salt, the most susceptible 
things to moisture, can 
put into the refrigerator and 
remain absolutely dry—and 
how at the same time a per- 
fect circulation of cold air 
is kept up through the re- 
frigerator. 

More Summer Needs. Spe- 
cial order work for Screens, 
Awnings, etc, is best 
placed when it’s placed 
early—for orders can be 
gotten out at once, and the 
Screens and Awnings made 
ready to put up whenever 
you want them. Consult us 
about estimates. 

The complete lines of 
Go-Carts and Baby Car- 
riages, Refrigerators, Porch 
and Lawn Furniture, Reed 
Furniture, Hammocks, Vu- 
dor Porch Blinds, etc., are 
to be seen here now. 

W. B. MOSES & SON, 

¥ St. Cor. sth 
Washington, D. C, 
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60 PRINTERS’ INK. 


Canton, Onto, April 14, 1905. 
Printers’ Ink, New York: 

Dear Sirs—I inclose an advertise- 
ment clipped from the Repository of 
this city. _ . ; 

This strikes me as being peculiarly 
well written, and I miss my guess if 
it does not succeed in bringing a buy- 
er for the house, , ‘ 

I send it thinking it may possibly be 
such material as you want in your 
“Ready-Made Advertisements” section. 

Yours truly, 


H. H. Inx. 





The ad referred to, and here 
reproduced, is an exceptionally 
clear and comprehensive one— 
practically everything the possible 
customer would need to know, 
except the price and terms, is told, 
and told in a simple, straightfor- 
ward way that is bound to carry 
conviction. It is not of the sort 
that will generally be described 
as “brief,” but it may, for that 
very reason, very greatly abbre- 
viate the time ordinarily required 
for buyer and seller to get to- 
gether and do business, foi the 
intending buyer knows almost all 
that he wants to know about the 
property when he has finished 
reading the ad, and there is very 
little left to “talk over.” Mr. Ink’s 
thoughtfulness in sending the ad 
to this department is highly ap- 
preciated. 





MY HOUSE IS FOR SALE. 

It is a conveniently arranged and 
finely finished new home in the city’s 
best residence district. 

During the Winter I purchased the 
residence property of Thomas Cassel- 
man, 1230 North Cleveland Ave. Mr. 
Casselman had built the home two 
years ago and equipped it in an ideal 
way. e intended to live there him- 
self and on this account pnaed and 
designed and finished the house to ex- 
actly suit his purpose. Everybody who 
saw the house remarked its Ceeaee and 
the perfectness of its arrangement and 
finish. 

As most of us know, Mr. Casselman 
has, since his retirement from the office 
of Clerk of Courts, assumed business 
interests in Alliance which will require 
his residence there. It ‘being neces- 
sary for him to leave the city, he de- 
sired to dispose of his property. That’s 
how I came to buy the house. It suit- 
ed me. 

However, since making this purchase 
I have bought another home, also on 
North Cleveland avenue, but nearer 
the Square, the former residence of Mr. 
Edward Dannemiller, on the west side 
of the street, opposite the Harter prop- 
erty. Because of the nearness of this 
home to my business, and to down town 





I have decided to make it my residence. 

Naturally not having use for botn 
residences I have the one for sale— 
that one the Casselman property. It is 
the double purpose of this advertise- 
ment, first, to show you I am not 
placing this property on sale for spec- 
ulative purposes, but for reasons of 
convenience simply; and, second, to 
find a purchaser, 

The property is truthfully and plain- 
ly described herein to give you an idea 
of its adaptability to your purpose: 

The property consists of the house, 
a barn and the lot which measures 
50x200 feet. , 

The house is finished in oak and is 
arranged in this wrse: 

There are five rooms downstairs, in- 
cluding the large reception hall, the 
parlor, the library, the dining-room, 
the kitchen and a lavatory. 

The second floor upstairs, has five 
s'eeping rooms, a bath, and a den which 
opens upon a balcony. 

On the third floor upstairs, there is 
one sleeping-room and the rest of it is 
finished. ‘ 

Large clothes closets are built just 
off the sleeping apartments. 

The cellar is divided into four rooms, 

As mentioned before the house is 
only two years old, and is finished in 
oak. The plumbing is one of the finest 
jobs of work, and the equipment of 
the hest quality that could be bought. 
Mr. Casselman himself being interested 
in the plumbing business gave this part 
of the work Tis particular attention. 

It is piped for natural gas and wired 
for electricity. 

The house has three bay windows 
and a wide front porch. 

The foundation is of stone. rock 
faced, 

‘The lawn is terraced and is planted 
with trees and fruit. A modern stable 
is at the rear of the lot, along one 
side and to the rear of which is an 
alley. There is cement walks and’ flag- 
ging all around. 

_ Besides the furnace room the laundrv 
is in the basement. It is supplied with 
hot and cold water, also with cistern 
water. The house is now ready for 
occupancy. 

LOUIS DUMONT, 
Inquire 215 or 709 South Market St., 
Canton, Ohio, 


Fleas, Flies and Flue Stops. 








A Fly and a Flea in a Flue 
Were confined. What could 
_ they do? 
Said the Fly “Let us 
flee ” 


Said the Flea “Let us fly,” 
So they flew thro’ a flaw in 


the Flue. 

The Flies are beginning 
to thaw out. Get a wire 
hly Killer. Keep them 
down. Insect Powder wil! 
drive the Fleas off the Dog. 
They will flee. Flue Stops 
on the Ten Cent Counter. 


McCRAY & CO., 
Prescott, Wis, 
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Excellent Arguments for a _ Bicycle.|A Good Telephone Ad From the Pitts- 
From the Montreal, Canada, Weekly burg, Pa., Dispatch. 
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Saving Time. 


There are some _ things 
which strike us as being es- 
sential to country life, and 
the bicycle is one of them. 

The successful farmer 
must lead a strenuous life 
during his busy season, for 
it is crowded into half the 

ear. A bicycle saves the 

orses, saves work, and is 
comfortable and rapid tran- 
sit. 

The successful city man 
must account for every mo- 
ment lived in twelve months, 
He has street cars, yet he 
prefers the bicycle because 
it’s more economical, con- 
venient and is a time saver. 

There are some _ things 
which strike us forcibly as 
being essential to country 
life, and the ‘Massey-Har- 
ris” bicycle is one of them. 

Write for our new cata- 
logues and price list. 


CANADA CYCLE & MO- 
TOR CO., Ltd., 


Toronto, Canada. 





= 
A Good Idea. From_the Washington, 


Pa., Daily Reporter. 











After House 
Cleaning Time Most 
Everybody is 
Anxious to Protect 
the Ceilings From 
Smoke. 


We have everything for 
that purpose at prices that 
are right. Among others we 
have genuine Imported — 
Smoke Bells—the kind that 
resists the heat and saves 
the paper. Also smoke Bell 
holders to attach to the 
Chandeliers—saves __ placing 
hooks in the ceiling—does 
away with the unsightly 
chains. They come in 
polished brass and oxydized 
copper. 


EARLEY, 
The Plumber, 
63 South Main Street. 
Washington, Pa. 


Bell Phones—Shop, 247— 
; Residence, 507—R. Open 
venings. 














Don’t run all over town 
to see the butcher, baker and 
candlestick maker when you 
can have a P. & A. Tele- 
phone instailed in your 
residence for $10, 

5 cents when you call— 
nothing when you're called. 

For full information call 

31 or 32 Main, 
Pittsburg, Pa. 


Here’s Information For You—Practi- 
cally Everything That One Would 
Want to Know About Macaroni Ex- 
cept the Price. 


What Is Macaroni 


You may be_ prejudiced 
against tnis food by stories 
of the way in which it is 
made in Italv. but Maca- 
roni_ is, when propery 
made, far too valuable a 
food to let these stories 
stand in the way of your 
using it. 

Macaroni is simply a 
scientific combination of 
wheat flour and pure water 
pressed into the form of 
small pipes for convenience 
in handling and cooking. 

Faultless Macaroni is 
made from selected Tagen 
rok wheat, which contains 
a larger percentage of gluten 
than any other wheat. This 
is the secret of good Maca- 
roni, 

In the factory in France 
where the Fauitless brand 
is made, the work, from 
mixing to packing, is all 
done by machinery. None 
of the machine attendants 
are allowed to touch the 
“-— at any of its stages. 

The machines are kept 
perfectly clean also, and in 
the curing room great care 
is used to keep the drying 
“pipes” free from dust and 
insects. From here it is 
packed at once into the 
cardboard carton in which 
you get it. 

It is perfectly pure and 
clean. 

Note—One pound of 
Faultless Macaroni is equal 
to four pounds of the best 
meat. 

Ask your grocer for it, 
and if he does not keep it 
phone or write us. 

Telephones — Old 337% 
New 29. 

Next week a talk on tea 
and tea making. 


JOHN T.. HANCOCK & 
SONS, 

















Dubuque, Iowa. 











a 
Wanted— 


DEMONSTRATING THE SUPERIORITY OF 
TRADE-MARKED GOODS OVER 
THE MONGRELS. 





PRINTERS’ INK wants a number of articles 
dealing with the subject of advertising goods 
which are not now advertised, but for which a 
wider demand could be created by the judicious 
use of publicity. What is in mind are goods of 
exclusively domestic manufacture, American 
staples or specialties adapted for general use and 
consumption, suitable for distribution through 
jobbers and retailers, or as mail-order articles. 
The articles wanted must cover the following 
cardinal points : 


EEE RSET PST TO 


1, That the goods are made in the United States. 

2. That they are adapted to general consumption, 

3. That they are now sold in competition with a 
lot of other similar goods regardless of merit 
and quality. 

4. That trade-marking the goods and advertising 
them under a trademark would sell the 
branded article in preference to the common 
kind even at an increased price. 





Correspondence on this topic is invited only 
from writers who are competent to deal with 
this problem and who are able to clearly outline 
their ideas. Address 


EDITOR OF PRINTERS’ INK, 
10 SPRUCE STREET, NEW YorK. 




































PRINTERS’ INK 


Rowell’s 


American 

Newspaper 

Directory 
for 1905 


Ready 
MAY 20. 















Rowell’s American Newspaper Directory is not issued by 
an advertising agency, and the only one in the world that is 
not. It is the only one that is sold for cash only. Anyone 
buying it or advertising in it does so upon its merits, and not 
in the expectation of favors to come in consideration of the 
purchase or advertising order. 





Edited and compiled witHouT FEAR OR FAVOR, and 
through its reliability, independence and integrity, it is she 
standard work of its kind, directing and influencing the expen- 
diture of millions of dollars for advertising every year. Almost 
indispensable to advertisers and a useful reference work in 
every well-regulated business office. 


(Thirty-Seventh Year.) 





Solidly bound in green cloth and gold. Over 1,500 pages. 
Price, $10 cash, sent carriage paid upon receipt of price. 


Send Order and Make Checks Payable to 


CHAS. J. ZINGG, Manager, 
10 Spruce Street (up-stairs), New York City. 








PRINTERS’ INK, 
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The man who has something to sell to the country 


people “‘cuts a melon” every time he advertises in 


@mFeRT 


COMFORT goes each month to more genuine mail 
order buyers, viz.: country people, than any other 
single publication. Ask any advertising agent 
‘about COMFORT, or write 


707 Temple Coun AUGUSTA, MAINE, 1635 Marquette Building 








